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10 Cents a Copy, $2 a Year 


qua 


The recent unpleasantness in Los 
Angeles is going to make it a little 
narcer for comic strip artists and 
radio gagsters to use the zoot suit 
for the usual humorous background. 


i is 


J. Harold Booth, of Bell & Howell, 
i; now handling war negotiations, 
war expediting, employe training, 
personnel, public relations, indus- 
trial relations, sales, service and 
advertising. 

And he ean do anything else he 
likes in his spare time. 


YY SF 


The people who had trouble keep- 
ng warm last winter with substi- 
tute fuels are going to be so much 
interested in the new coal campaign 
that they won’t even object if it is 
referred to as black diamonds. 


Se 


Sewell Avery talked back again 
to the War Labor Board in U. S. 
Gypsum copy, and at any rate 
vou’re beginning to believe that he 
must really mean it. 


vias 9 
In reporting the results of the 


Stardust beauty contest sponsored 
by the makers of Stardust slips and 


blouses, ADVERTISING AGE listed the | 


names of the judges but omitted 
pictures of the prize-winners. Boys, 
you're slipping. 


a Py OF 


A survey of the electrical appli- 
ance field has disclosed that “the 
manpo..er situation is bad.” 

There have been rumors to tha. 
effect. 


. | 


After trying some of the nonde- 
script brands of chewing gum which 
have been flooding the market 
lately, you are now prepared to 
understand why it paid to advertise 
the good ones. 


, an Soe 


The Lackawanna _ Railroad is 


Rough Proofs Paperboard Mills 


Back Appeal for 
Waste Material 


__ Inventories Slump; 
| Midwest Drive Seeks 
to Build Up Stocks 


Chicago, June 23.—Alarmed by 
the rapid inroads now being made 
on inventories of paperboard, used 
for production of shipping cases and 
|}other packaging materials, and by 
|the difficulties now being experi- 
j}enced by southern paper mills in 
| getting production of pulpwood for 
| this type of paper product manu- 
| facture, paperboard mills are back- 
ing a campaign to the public in ten 
selected midwestern cities for the 
| purpose of getting more action into 
the collection of waste paper suit- 
able for paperboard production. 
| The War Production Board has 
|restricted consumption of shipping 
containers by the establishment of 
priorities under order P-140, and 
there has been considerable discus- 
sion in Washington of further re- 
strictions on the use of packaging 
materials, including cartons, wrap- 
ping papers and shipping contain- 
ers. It is hoped that the drive 


| 


conservation 
Waste Paper Consuming Industries, 
made up of the paperboard mills, 
will increase the supply sufficiently 
to make further restrictions on con- 
| sumption of the industry’s products 
unnecessary. 

Industry spokesmen informed Ap- 
VERTISING AGE that scutnern ills 


are experiencing the same shortages | 
|}of manpower which have cut pro-| 
| duction of pulpwood in the Cana-! 


dian newsprint and book paper 
producing areas, and that the mills 


have been unable to maintain pro-| 


duction at expected levels. The re- 
sult is that the container manufac- 
turers are cutting into paperboard 
inventories at the rate of 7,000 tons 
|} a month. 

The advertising campaign which 
|has now been undertaken is ad- 
| dressed to the public, and stresses 


which has been initiated by the} 
committee of the) 


launching an advertising campaign, | the collection of strong papers, such 
and it will be just too bad if the| aS brown waste paper, bags, boxes, 
copy doesn’t give John a chance to| Wrapping paper, corrugated paper, 
push and push and push. | etc., the kinds of paper usually neg- 


STARTS CAMPAIGN 


URGENTLY NEEDED FO 


oe eae 


With this opening appeal the Waste 
Paper Consuming Industries, in coopera- 
tion with the WPB salvage division, 


in newspapers of midwestern cities. 
Olian Advertising Co., St. Louis, is the 
agency. 


Hotels Face Grave 
Problems as Army 
Cancels Leases 


Reopenings May Be 
Held Up; Promotion 
Yet to Be Decided 


New York, June 23.—Announce- 
ment by the Army that by mid- 
July it wil! cancel 206 of the 434 
leases ‘t holds on privately-owned 
hotels fell like a block-buster this 
week not only upon the hotelmen 
involved, but on whole resort areas 
such as Atlantic City and Miami 
Beach where vacation visitors have 
been virtually the be-all and end- 
all of their economic existence. 

The free-spending soldiers kept 
|cash registers ringing while they 
were there, but now that they are 
leaving, the resort communities— 
particularly Atlantic City, with only 
| two months of the vacation season 
| left—face a grave economic prob- 
lem. The majority of the leased 
hotels will require almost complete 
|refurnishing and redecorating be- 


|fore they can open for business. | 


Coal Industry Plans New 
3-Year National Campaign 


| 


{Defenders Rise 
=. fo Support OW!'s 


started a new conservation drive June I5 | 


| 


Domestic Division 


Advertising Expected 
to Make Strong Plea 
for Retention 


Kudner Named; Fund 
of | to 3 Millions 
Yearly Is Sought 


New York, June 23.—Bituminous 
Coals, Inc., has been revived as a 
promotion agency for the coal in- 
dustry, and is planning a national 
consumer campaign with at least a 
three-year program in mind. 

The revival of Bituminous Coals, 
Inc., at this time is said by industry 
leaders to have nothing to do with 
current labor problems of the in- 
dustry, although they agree that it 
is badly in need of some intelligent 


Washington, D. C., June 23.—The 
Office of War Information’s Domes- | 


| tic Division this week awaited Sen- 


| ate action on the House amendment 


which blasted the division out of 


|being, and apparently awaited aad 


action with confidence. aa 
Support for the Domestic Division | 
was pouring in from all sides; some | 


|of it was unexpected. For one thing, | 


the severest critics of OWI have fre- | 
quently been the newspapers. Yet 
the War Agency Correspondents’ | 


Aconniati »anite . ‘tars | 
Association—the capital reporters| Kudner, 


who cover OWI and other war-born | 
bureaus—went on record as desiring | 
not only OWI’s continuance but “a 
more vigorous” OWI. 

Similarly, Mark Woods, president 


of the Blue Network, sent a telegram 


to Sen. Kenneth McKellar of Ten- | 
nessee in which he declared that the | 
domestic branch “has been the solu- 
tion of a practical operation in the 
scheduling of radio programs per- 
taining to the miulti-government 
agencies.” Recalling the confusion 
which prevailed before OWI co-| 


ordinated the many government re-| 


public relations work to offset er- 
roneous reports regarding the posi- 
tion of coal operators in the recent 
stoppage of production. However, 
the campaign will probably be 
started soon enough to enable some 
industry policy declarations to be 
included in the advertising. 

Harry Vawter, for 13 years New 
York manager for The Saturday 
Evening Post, has been appointed 
manager of Bituminous Coals, Inc., 
with offices in New York. Arthur 
Inc., has been named ad- 
vertising counsel. John L. Colb is 
account executive. 


Original Plan Dropped 


The original plan for the organ- 
ization was outlined several years 
ago, when the Kudner agency sub- 
mitted a proposal. The program 
broke down, however, largely be- 
cause of differences of opinion as to 
the type of media to be used. Kud- 
ner’s recommendations for exclusive 
use of magazines was opposed by 
some industry representatives, who 


quests for air time, Mr. Woods said | argued in behalf of newspaper ad- 
the Blue urgently requested and | Vertising. The ultimate outcome 
recommended “the continuance of| was that nothing was done. 


the Domestic Branch of the Office 
of War Information as an exceed- 
ingly helpful agency in our war 
effort.” 


The war has revived interest in 
promotion, however, especially as 
the coal industry has won back a 


| large part of the domestic business 


Following the lead set Monday by| Which was lost to oil and gas. Dif- 
Mr. Woods, Miller McClintock, pres- | ficulty of obtaining substitute fuels, 
ident of Mutual Broadcasting Sys-| especially in the East, has increased 


tem, and William S. Paley, presi-| 


demand for coal, and industry lead- 


‘lected by the housewife who at-| The problem of obtaining the neces- | 


tempts to do a paper salvage job,|S@%y furnishings and supplies is a 
v v v | : a > 
| Experience a year ago, when paper (Continued on Page 45) 


The I. B. Kleinert Rubber Com-|S@lvage was undertaken, showed 


dent of Columbia Broadcasting Sys- | ers believe that now is the time to 
tem, wired the Senate appropriations | sell the public on the desirability of 
committee in behalf of the radio|coal as a reliable and constantly 
division of OWI. All three wires | available fuel. Thus the campaign 
emphasized that the radio division | Will be primarily a product promo- 
had been of inestimable value in| tion, with the competitive advan- 
(Continued on Page 44) ‘tages of coal as a domestic fuel 


pany has given its 50 salesmen a that the householder thinks almost 
3-month vacation with pay, and the | exclusively in terms of old news- | 
sales manager has a right to expect | papers rather than packaging ma-| 
boys right after Labor Day. short fiber material, and must be 


a, See 


Last Minute News Flashes 


a lot of nice red apples from the| terials. Newspaper waste produces Frederic Lackens Elected NIAA President 


| driven home vigorously. 
Bituminous Coals, Inc., has been 
set up by the National Coal Associa- 
|tion, whose headquarters are in 
| Washington, for the purpose of han- 
| dling the promotion job. Its execu- 


a 7 mace ; Cleveland, June 25.—Frederic I. Lackens, advertising manager, The| tive committee, named by the na- 
ese ce A of eel os nea | Hays Corporation, Michigan City, Ind., was elected president of National | tional body, will be composed ex- 
ing papers. It is not ordinarily suit- | Industrial Advertisers Association at its annual meeting here today. Also | clusively of contributors to the ad- 


Frank R. Wilson told the Special! able for use in kraft paper produc-| elected were eight vice-presidents, including Wilmer H. Cordes, American | vertising fund. 


Libraries association that from now | tion or in the manufacture of paper-| Steel & Wire Company, Cleveland; 
on there will be more women than | board. 
men in this country. Hereafter the 
wolves will be wearing skirts. 

a campaign appealing to the 


*. 9 patriotism of citizens in the salvag- 


The makers of Westminster socks 
are placing an advertising campaign 
‘through Fuller & Smith & Ross, and | through ordinary trade channels, | treasurer. 


‘o be daringly original they intend| The ceiling prices are not suf- 
to call their product socks. 


price ceilings are so low as to dis- 


representatives of the trade, to re-| 
sult in maximum collections of the | 
(Continued on Page 41) 


, V9 


ith all the claimants for fame} 
anc glory in the development of 
racar telling about it in full-page DIRECTORY OF FEATURES 
some smart radio manufacturer a 
Co ld startle the country by an- Ad-libbing 
noineing, “We didn’t have a thing | Admen in the Armed Forces 
to do with it.” 


Chain Store Figures 34 
Diary of an Adman 
Editorials 12 
| Getting Personal 


New York, June 25.—Rolls Razor, 


= tome 


’resident Roosevelt presented a} : : 
tch to Paul Wooten for his good a pr Aerie 
rk in behalf of the business press, | Sicinaanaliin Cestnn 47. 
‘bably to make sure that at least | 2 . 9 i doting 
* act of his administration would | a cee 
beyond criticism. Private Lines 

| Rough Proofs 


Copy Cus. | Voice of the Advertiser 


|Company, Philadelphia; J. M. McKibbin, Westinghouse Electric & Mfg. 
Another factor in the situation|Company, Pittsburgh; Walter A. Bowe, Carrier Corporation, Syracuse, 

Pa has led to the development! N,. Y.; Alan A. Ballantyne, Novo Engine Company, Lansing, Mich.; E. V. | necessary 
O 


courage collection of salvage Bucyrus-Erie Company, South Milwaukee, Wis., was reelected secretary- 


ficiently attractive, it is saii by Deposit Bottle Drive Extended to New York 

New York, June 25.—The drive to induce the public to return deposit 
| bottles which has been conducted successfully in Michigan, Ohio and Bos- The 
ton in recent weeks, will move into New York July 12, backed by a| tional Coal 
$50,000 advertising fund contributed by brewers, bottlers of carbonated | be held in Cleveland next 
| beverages, and dairies. Young & Rubicam will place the copy. 


= Rolls Razor Appoints Anderson, Davis & Platte 


Graham Rohrer, Baldwin-Hill Mfg. | Seek Large Fund 


Already a substantial part of the 
production has _ been 


| Creagh, American Chain & Cable Company, Bridgeport; John H. Kunkle, — - 7 ae - 2 Saw. 
| fe , ed The Fluor Corporation Ltd., Los Angeles; and John A. M. Gailee, Cana- | 78" 9851S, (he assessment being a 
ing of waste paper is that OPA | agian Westinghouse Company Ltd., Hamilton, Ont. Arnold J. Andrews, the rate of half a cent a ton. The 


industry objective is a fund of from 
$1,000,000 to $3,000,000 a_ year, 
which would require subscriptions 
representing from 200,000,000 to 
600,000,000 tons of annual produc- 
tion. 

annual meeting of the Na- 
Association, which will 
week, 
will give special attention to plans 
for Bituminous Coals, Inc., with a 
session at the Hotel Cleveland next 
Inc., maker of the Rolls safety razor, Wednesday being devoted entirely 


30 | has named Anderson, Davis & Platte, New York, to direct its advertising to that subject. Since the NCA 
A fall campaign is scheduled, including ten national magazines. 


40 
2 ‘Uniform Maker Names Hirshon-Garfield 


New York, June 25.—The Boston White Uniform Company, manufac- 
39 | turer of Navy and Army officers’ uniforms, has appointed Hirshon-Gar- 
16| field, Boston, as advertising and merchandising consultant. A general 

_ || Magazine and business paper campaign is being launched on the firm’s 
20 | new slate gray cotton uniform for Navy officers. 


represents at least 75% of the an- 
i'nual coal production of the coun- 
try, it is believed that there will be 
no difficulty in increasing contribu- 
tions from leading operators suf- 
ficiently to assure the desired 
amount for advertising and promo- 
tion expenditures during the next 
three years. 
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Don’t Mix War 
Themes, Product 
Copy, PAA Told 


‘Flamboyant’ Ads Out 


with commercial advantage, nor use | where, when and why of the things 


a war theme as an attention-getter. 
The appeal to the consumer should 
be more informative. We should 
avoid flamboyant size of space—and 
give no impression of squandering 
public money. We _ should build 
good will for clients by showing it 
toward the public.” 


McClintock Suggests Program 
A five-point platform for adver- 


jhe needs. She said the consumer 
| seeks information from advertising, 
and demands the truth from it. 
Highlight of the discussion was 
the observation by Private Arthur 
Mott, Mather Field, Cal., formerly 
with Lord & Thomas, San Francisco, 
who said that advertising men in 
the services will come back to their 
jobs with a much altered point of 
view. Their direct contact with all 


summarized widespread efforts of 
the Pacific Advertising Association 
in aiding the war effort, and pre- 
sented exhibits of the association’s 
cooperation with the Treasury War 
Saving Staff, the Office of Civilian 
Defense; and the advertising plan 
proposed by the association for the 
Office of Price Administration. Don 
Belding, chairman of the board, 
Foote, Cone & Belding, and Pacific 
Coast representative on the War 


ee 


Big Fall Magazine 
Drive Planned fo; 


Van Heusen Shirts 
New York, June 24.—The | 


4 ° rnjl- 
lips-Jones Corporation, makers ,; 
Van Heusen shirts, this wee) an- 
nounced to its entire sales {orc 


convened in New York, a pri 


Ye " 
tising to help insure a _ sound|types of service men, past and| Advertising Council, reported on| involving the largest fall adverti. 
of Order, Four A's postwar economy, was set forth in|future consumers, he said, will| the multifold council activities. ing campaign in its history. Ty, 


Head Declares 


San Francisco, June 24.—Some 
wartime advertising copy still lacks 
a full ring of sincerity, and of intent 
to serve, but it can be changed to 
merit real public approval and 
recognition, John Benson, president, 
American Association of Advertis- 
ing Agencies, warned this week at 


the wartime emergency conference | 


of the Pacific Advertising Associa- 
tion. 

Some government officials have a 
negative opinion of advertising, he 
said, feeling that it contains too 
much self promotion and trivial use 
of war scenes and headlines to 
attract readership of product copy; 
and that there is too much volume 
for a war-restricted market. Pay- 
ing tribute to efforts of the War 
Advertising Council is raising public 
and government regard for adver- 
tising, he continued: 


the featured address at the PAA 
luncheon yesterday by Dr. Miller 
McClintock, president, Mutual 
Broadcasting System. 

First, he said, advertising men 
must dedicate themselves to prin- 
ciples of truth and honesty; second, 
they must take a fuller regard of 
those who control retail outlets to 
final customers; third, they must 
capture appreciation and _ under- 
standing of consumer groups through 
‘service advertising;’ fourth, they 
must put greater emphasis on inter- 
pretative advertising; and fifth, 
they should adopt a global attitude. 

Under chairmanship of Norton J. 
Mogge, manager, J. Walter Thomp- 
son Company, Los Angeles, and 
former PAA president, Wednesday 
morning sessions were devoted to 
advertising and the consumer. Mrs. 
Muriel Tsvetkoff, manager, Better 
Business Bureau, San Franciséo, de- 
clared that because the consumer 
is busy today, advertising can help 


“We should not mix patriotism|him by telling him briefly the 


awaken them to the fact that despite 
all the money spent in the past by 
agencies on market studies, there is 
still a long way to go to “get down 
to the common touch.” 


Discuss Club Aid 


Lou E. Townsend, advertising 
manager, Bank of America, San 
Francisco, and national president of 
the Financial Advertisers Associa- 
tion, presided at a brass tacks after- 
noon session Wednesday on the 
theme of club problems. Panels 
covered club programs, membership 
and attendance and what PAA can 
do to help advertising clubs. 

At the Tuesday morning panel, 
George Weber, vice-president, Dis- 
trict 1, PAA, and partner, Mac 
Wilkins, Cole & Weber, Seattle, pre- 
sented a summary of how Pacific 
Coast advertising clubs are aiding 
in the war effort. Howard Wil- 
loughby, vice-president, District 4, 
PAA, and vice-president, Foster & 
Kleiser Company, San Francisco, 
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Official U. S. Marine Corps Photo 


The luncheon on Tuesday fea- 
tured an address by Asa V. Call, 
president, Pacific Mutual Life In- 
surance Company, Los Angeles, and 
chairman of the Committee for Eco- 
nomic Development, 12th Federal 
District, who spoke on “Postwar 
Opportunities on the Pacific Coast.” 
Panel discussions on this same sub- 
ject followed. 

Reserves which will carry busi- 
ness over the reconversion period 
to peacetime production and em- 
ployment should not be expended 
for wartime usages, Charles F. Coe, 
vice-president and general counsel, 
Motion Picture Producers and Dis- 
tributors of America, declared at 
the association dinner Tuesday. A 
proper balance must be struck, he 
said, or there will be failure after 
victory. Taxes provide the muni- 
tions of war, he added, but “they 
must not grow to dimensions which 
are destructive to the processses of 
peace.” 

Maurice W. Heaton, vice-presi- 
dent, Williams, Lawrence & Cres- 
mer, Los Angeles, 
newspaper rep- 
resentative, was 


| 


elected president 
of the PAA, suc- 


cers, to take office 
with Mr. Heaton, 
Aug. 1, are: 
Senior vice- 
president, George 
Weber, vice- 
Maurice W. Heaton President, Mac 

Wilkins, Cole & 
Weber, Seattle; vice-president-at- 
large, Mrs. Lucretia Kemper, man- 
ager, Albertson-Kemper Company, 


Vernon Churchill, 
lisher, Oregon Journal, Portland; 
vice-president, District No. 1, Joseph 
Cornelius, advertising manager, 
First National Bank of Spokane; 
vice-president, District No. 4, Rob- 
ert S. Hunter, president, Hunter 
Advertising Service, Oakland; vice- 
president, District No. 5, Charles A. 
Storke, business manager, News- 
Press, Santa Barbara, Cal. 


WMCA Airs Daily 
‘Help Wanted’ Program 


airwaves to broadcast calls for 
urgently needed help, and radio sta- 
tions airing help wanted advertise- 
has set aside a quarter hour daily, 
Wanted” program. 


tions of the War Manpower Com- 


mission, the program will list jobs 
/and opportunities as gathered from 
|industries affected by manpower 
shortages. Half-minute and minute 
announcements are sold to compa- 
nies which have received the ap- 


| proval of the regional office of the 


WMC to advertise for help. Horn 
& Hardart, Liggett Drug Stores, 
| Aeroil Burner Company, Western 


7:45 to 8 a. m. to feature a “Help| 


| 
| 


With more sponsors taking to the | 


ments paralleling those in printed | 
media, Station WMCA, New York, 


| 


Aired in accordance with regula- | 


| 


| 


| 


| 


schedule includes color insertiong ;, 
Life, Collier’s, The Saturday Fye. 
ning Post, Esquire and Time, as we! 
as black and white insertions j, 
Ladies’ Home Journal and Goog 
Housekeeping. 

The schedule includes a tota) os 
28 insertions, and it will continye 
the theme developed last spring 
“Van Heusen shirts give your neck 
a break.” The magazine schedylc 
is the second largest in the men 
wear industry. 

In addition to magazines, spo; 
radio will be used in selected mar- 
kets throughout the country. The 
national copy is backed by a com. 
plete program of promotions and 
tie-ups. 

Grey Advertising Agency, Ney 
York, handles the account. 


Mutual to Exchange 
Programs with Mexico 
The Mutual Broadcasting System 
and Radio Mil, a chain of 36 stations 
in the Republic of Mexico, have 
signed contracts to insure a regula; 
exchange of broadcasting program: 
between the two nations. 
Arrangements were prompted by 
a desire to further cement commer- 


' ceeding L. W.!| cial and cultural relations between 
THERE « NOT Lane, publisher,| Mexico and the United States. 
Sunset Magazine.| according to Miller McClintock 

ZA yy | Other new offi-| president of Mutual. Antonio Rojas 


Villalba, vice-president of Radi 
Mil, acted in behalf of the Mexicar 
network. 


Names Houck & Co. 


Rustless Iron and Steel Corpora- 
tion, Baltimore, has _ appointed 
Houck & Co., Roanoke, Va., to direct 
its advertising. National magazines 
business papers and newspaper: 


San Francisco; secretary-treasurer, | Will be used. 
assistant pub-| 


1395 returns 
from 5 announcements 
by Ann Holden 


When Ann Holden shifted 
her popular Home Forum to 
an afternoon time five an- 


nouncements on her first fiv« 


——— Ci 


enemies are finding that out to their sorrow. | Union, West Disinfecting Company, | 


|} and Twin City Shellac are presently 


Ever since its formation by the Continental days at the new time brough' 


‘ —_ 7 m ry , . - ~ o- ep 

Congress on November 10, 1775, the United = yo since its formation in 1925, WTIC has |USINg , WMCA's classified help) 1395 replies—an average 0! 

States Marine Corps has served our nation wanted program. 

with breath-taking courage and unswervin adhered to the same watchword that hes 279 per announcement. You 
r ° av ey.), been a guide and inspiration to the Marines. |Company Issues Sales now buy Ann Holden’: 

devotion. To their motto, Semper Fidelis ; ; : : > Ki Its A a uy 

Always Faithful), might well be added the BY being faithful to its audience, WTIC has | Rit to its Agents | established sudience on 

ee ee ee = © gained the loyalty and respect of a vast | Standard Accident Insurance| 


words “And Always First.”’ It was the Marine 
Corps that went into the steaming, sniper- 
infested jungle of Guadalcanal, and drove the 
enemy back into the sea. ‘““The Marines have 
landed and the situation is well in hand”’ is 
more than an empty catch-phrase. Our 


Company, Detroit, has released to} 
|its Michigan agents a sales kit of | 
direct mail advertising pieces to} 
assist them with automobile busi- 
| ness to be secured as a result of the 
|amended Michigan Motor Vehicle 
Financial Responsibility Law, which 
goes into effect July 30. 
The kit, made up of six pieces, | 
|contains a four-page letter, two 
| blotters, a self-mailer with reply | 
|card attached, envelope insert, a} 
|“*Questions and Answers” booklet, | 
land instructons for the proper use 
|of the material. 


| Wickware Joins JWT 


Francis Sill Wickware, associate | 
editor of Fortune from 1937 to 1942, 
| has joined the public relations de- 
partment of J. Walter Thompson | 
| Company, New York. 


number of people. That loyalty and respect daily basis for only $350 per 


pays rich dividends for the advertisers who 
use WTIC’s facilities. Ask them about WTIC. 
They'll tell you that 


THERE’S NOT ANOTHER LIKE IT! 


month. See your Blue Spx 
Representative or wire wus 


direct for details. 


« * * 
* 
SAN FRANCISCO - OAKLAND 
, a= 


DIRECT ROUTE TO AMERICA’S NO. 1 MARKET 


810 K. Cc. 7500 WATTS 
Sliue Network Company, Inc- 


by WEED & COMPANY, New York, 
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Toots and Casper in The COMIC WEEKLY 
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BIG NAMES are always BIG Box OFFICE « 


R years, George Burns and Gracie Allen have reigned 

as one of the top “box office” teams in movie history... 

a perennial Eldorado in celluloid for theatre owners and 

movie exhibitors everywhere. America takes a never-ending 

delight in the trials and tribulations of the Burns and Allen 

married life — that cockeyed comedy of conjugal errors that 
taught the world what “zany” means. 

But not even George and Gracie can match the magnibi- 
cent “run” of another great “box office” team, playing another 
sure-fire family farce... Toots and Casper! For 24 years, this 
beloved pair of prize performers — the Burns and Allen of 
the “picture-page theatre”— have played a continuous, week- 
after-week engagement to an audience of millions, in Puck- 


Tie your message to the Big “BOX OFFICE” of 


SZ 
tT) 


The Comic Weekly. And Toots and Casper are only two of 
the big “box office” names in Puck's dazzling ALL-STAR 
CAST. 

Puck's weekly “billing” is a glamorous galaxy of headliners 
—beauteous Blondie and dear old Dagwood; Popeye, the 
mountain of muscle; Percy Crosby's immortal Skippy; those 
beloved boneheads, Barney Google and Snuffy Smith; super- 
human Flash Gordon; Jiggs and Maggie; Tillie the Toiler; 


the Katzenjammer Kids and many others. 


“BOX OFFICE” —and then some! 


The big “box office draw” of Puck's picture-page theatre 
has rarely been equalled in publication history. Week after 


FOUNDED 1876 


COMIC WEEKLY . 


DISTRIBUTED THROUGH I5 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York ¢ Hearst Building, Chicago 
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week, nearly 20 million men and women, boys and girls, take 
in the show—in more than 6,000,000 homes throughout 
the country. 

No wonder Puck-The Comic Weekly heads up the media 
lists of America’s shrewdest advertisers! For no other 
publication can offer Puck's phenomenal intensity of read- 
ership. And Puck's tremendous audience covers the great 
industrial markets of the nation — where money is being 
made and spent as never before. 

Since its big, colorful pages were first opened to general 
merchandise advertising, 12 years ago, Puck's big “box office” 
has proved, time and again, the No. 1 “hit” for an impressive 
number of America’s most important big-time advertisers. 
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AFA Panel Will 
Feature Place 


of Graphic Arts 


New York, June 23.—Panel dis- 
cussions on the place of graphic arts 
in postwar developments and on 
new government projects in which 
private industry is taking an active 
part, will be highlighted at the 
direct advertising conference to be 
held here as part of the 39th annual 
meeting of the Advertising Federa- 
tion of America June 28-30. The 
direct advertising session will take 
place Wednesday morning, June 30. 

Henry Hoke, program chairman, 
Graphic Arts Victory Committee, 
who will preside, pointed out that 
both government officials and pri- 
vate industry will be represented at 
the meeting, which is to be spon- 
sored jointly by the Graphic Arts 
Victory Committee and the Direct 
Mail Advertising Association. 

Discussion leaders will include 
Howard Hovde, special consultant 
on small business clinics, United 
States Department of Commerce, 
and professor at the University of 
Pennsylvania; Herman Wolf, assist- 
ant chief of staff, War Production 
Drive headquarters; Harrison Sayre, 
American Education Press, Colum- 
bus: Paul Bolton, recently cam- 
paign manager, Office of Defense 
Transportation; and members of the 
Graphic Arts 


Victory Committee | 


| executive board, Edward Mayer, 
| Richard Messner and Harry Porter. 
| The general sessions on Monday 
and Tuesday will be devoted to 
advertising’s current job of aiding 
| the war effort, as well as the efforts 
made to weaken and eliminate 
brands. Speakers include: Con- 
gressman Charles A. Halleck of 
Indiana, who will talk Monday on 
“Brand Names, Advertising, Free 
Press and Free Enterprise”; Lou R. 
Maxon, deputy administrator, Office 
of Price Administration, and head 
of Maxon, Inc., Detroit advertising 
agency. Col. Willard Chevalier, 
publisher of Business Week and 
vice-president of McGraw-Hill Pub- 
lishing Company, will deliver the 
keynote speech at the Monday 
luncheon session. 


AFA Adds New Members 


The following have been elected 
to membership in the Advertising 
Federation of America: Calvert Dis- 
tillers Corporation, Seagram Dis- 
tillers Corporation, and American 
Metal Market, all of New York; the 
Morning Press, Bloomsburg, Pa.; 
Kane Advertising, Bloomington, II1L.; 
and Beckett Paper Company, Ham- 
ilton, O. 


‘Song Hits’ Shifts Oman 
Benjamin G. Oman, for the past 
three years eastern representative 
of Song Hits, will take over the 
western territory, effective July 1. 


The Week in Washington 


Capital Given 
Quick Defense 


of OWI Division 


Washington, D. C., June 24.—The 
eyes of the advertising and media 
world were pinned this week on the 
struggle of the Office of War Infor- 
mation to convince the Senate that 
its Domestic Division was necessary 
to the conduct of the war. Lopped 
off by a rampant and revolting 
House last week, the Domestic 
Division was enthusiastically sup- 
ported by many of the media it 
served. Palmer Hoyt, taking over 
as domestic director, told newsmen 
that a policy of straightforward 
news could be expected. Observers 
thought the House action hasty, 
and predicted that the Domestic 
Division would get at least $5,000,- 
000 of its $8,000,000 request. 

The paper situation continued to 
cause worry. It was reliably re- 
ported that paper and paperboard 
might be placed on the controlled 
materials plan by the War Produc- 
tion Board, in the meantime WPB 
outlawed the carry-out carton, the 


handy pack adopted by bottlers of 
soft drinks. 

Manufacture of any _ specialty 
paper bag, designed to be used for 
carrying bottles, was prohibited. 

By cutting out the cartons and 
bags, WPB believes it can save 
around 15,000 tons of paperboard 
and 2,000 tons of paper. Also pro- 
hibited was any type of folding or 
setup paperboard box for the pack- 
ing of non-alcoholic beverages, 
often used for conveying beverages 
from bottlers to distributors. Man- 
ufacture of such boxes for non- 
alcoholic beverages stopped Jan. 
8. It was estimated that inven- 
tories of paperboard carry-outs 
would last through this summer. 

In Congress demands continued 
for anti-liquor legislation, and Sen. 
W. Lee O’Daniel of Texas presented 
more petitions calling for the aboli- 
tion of radio and other advertising 
of alcoholic beverages. 

The War and Navy Departments 
announced that the six-week period 
between Sept. 15 and Oct. 31 has 
been designated as the time for 
mailing Christmas parcels to men 
overseas. Through special arrange- 
ments, parcels mailed then will be 
received before Christmas. Usual 
armed _ services’ regulations will 
apply; the mail for men in the Navy 
or Marine Corps may be insured. 
The Army has relaxed its require- 
ments so that a request from the 
soldier need not be presented before 
the package is accepted. 

To head a new, larger war pro- 
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*BPIC 


for sales: the leading 
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look at these facts 
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HOW IS YOUR FORESIGHT? 


Unless American Industry is myopic, it doesn't really 
need eye-glasses to see what the doctor means. 

Soocialiend Export Publications not only give 
their advertisers the most complete coverage of the 
overseas market—they reach the people who count 


business men, authorized buy- 
of the largest concerns and 


Government buyers in FIVE tremendous fields. And 


your foresight, take a good 
on the overseas market: the 
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value of U. S. cash exports reached $3,158,000,000 
in 1942 . . . an increase over the average of the 
three pre-war years of 1936 to 1938! This is ex- 
clusive of military and lend-lease shipments. 

Keep your trade names, your products “alive” with 
the right people—the people who depend upon 
*BPIC Specialized Export Publications for the 
world's most reliable news and views in the drug, 
automotive, engineering, construction and indus- 


trial fields. 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


E 


\ 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 


FARMACEUTICO 


published monthly in Span- 
ish, circulates to the Latin 
American INDUSTRIAL 
field. 


published monthly in Span- o_o] monthly in Eng- published monthly in Span- published monthly in Span- 
ish, circulates to the Latin AO TOMOMIVR Tmabe a ish and circulating to the ish and circulating to the 
American CONSTRUCTION Asia, Africa, Europe “and AUTOMOTIVE TRADE in DRUG TRADE in Latin 
field. Oceania. Latin America. America. J 


duction drive, the War Productio, 
Board brought in T. K. Quinn, fo; 
merly head of the New York offic 
for Maxon, Inc. First item on th. 
agenda, Mr. Quinn told ApDvErtTisry, 
AGE, will be an attempt to hii. 
production of steel. According! 
WPB officials will move into t 
Pittsburgh area for conferences an, 
action next week. 

Mr. Quinn has named 100 indu.- 
trial advertising managers as mem- 
bers of the industrial advisory 
board. These men represent the 
top industrial advertisers in term: 
of amount spent for advertising. 

One of the objects of the drive 
will be to increase the number of 
labor-management committees, and 
WPB hopes to double or treble these 
fundamental cogs in an expanded 
production machine. 

The suit for a declaratory judg- 
ment filed by Miles Laboratories 
against the Federal Trade Commis- 
sion in the Federal District Court 
here was dismissed by Judge Luhr- 
ing, who held that the declaratory 
judgment act is not a source of fed- 
eral jurisdiction. Miles had asked 
a declaration that the FTC was act- 
ing Outside its powers in forcing 
an advertiser to use particular lan- 
guage on products. 

Carter Products and its agency, 
Small & Seiffer, denied an FTC 
complaint charging that they dis- 
seminated advertisements for Arrid 
which were untruthfui. FTC charged 
that claims that Arrid will termi- 
nate under-arm perspiration, ab- 
sorb perspiration and keep armpits 
dry for one to three days, and will 
not irritate the skin, are false. 

Donald M. Nelson, chairman of 
WPB, hailed the patriotism of 
American newspapers in offering to 
cooperate in increasing pulpwood 
production. The American News- 
paper Publishers Association has 
named a committee to assist WPB, 
headed by Walter M. Dear, pub- 
lisher, Jersey Journal, and president 
of ANPA. The drive will be con- 
ducted along the lines of the suc- 
cessful scrap salvage operation; the 
goal is to overcome a threatened 
shortage of 2,500,000 cords of pulp- 
wood. Publicity and advertising will 
be directed by the war activities 
committee of the Pulpwood Con- 
suming Industries, a group repre- 
senting the mills. Four major areas 
will get attention: the Northeast 
South, lake states and Pacific North- 
west. 

An indication that one peak is 
past came this week when the WPB 
announced that scheduled produc- 
tion of baby carriages for the cur- 
rent quarter has been reduced from 
317,777 to 289,369, production of 
strollers and sulkies, however, has 
been moved up from 163,500 to 
233,500. 


Baumgartner with 
Tool Manufacturer 


A. F. Baumgartner has _ joined 
Cincinnati Shaper Company, ma- 
chine tool manufacturer, Cincinnati, 
as advertising manager. 

Mr. Baumgartner was president 
of Thompson-Koch Company, Cin 
cinnati agency, until its recent mov: 
to New York. 


Selby Made V. P. 


Jack F. Selby has been appointed 
a vice - president of Evans Associ 
ates, Inc., Chicago industrial adve: 
tising agency. Mr. Selby has bee: 
a member of the agency’s creativ: 
department for the past eight year 


TRI-COLOR 
Camera 


The ONE Shot — 


What it is and what 
it will do for you 


Makes 8 color separation negatives 


simultaneously. single exposure 
records the blue, red and yellow in 
the original subject, also completing 
the original photograph. Color print- 
ing plates can be started immedi- 
ately, or tri-color prints can be pro- 
| duced in any quantity and any size 
up to 14” x 17”. Reproduces the color 
object or scene in 2, 3, or 4 colors in 
the shortest possible time. Color sep 
arations made directly from the 
object yield the sharpest detail and 
most accurate color reproduction, 


and also save time and money. For 


particulars phone or write: 


JEFFERY WHITE STUDIO INC. 


Color Photography Since 1920 
I 153 E. Elizabeth Street, Detroit, Mich. 
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ith rolls up her-sleeves 


It wasn’t anything sudden that sent Mrs. Smith to the Red Cross to give her 


blood ... or to the Interceptor Command to give several hours of war work 


every week. It wasn’t only her brother’s joining up or the realization that soon her 
son Walter would be a draft eligible. No, indeed. Mrs. Smith has been 


reading the papers, keeping up on world affairs. She knows that this is 


her war, too, that she must roll up her sleeves and do something about it. 


Her war, too... that’s why Mrs. Smith, and hundreds of thousands of alert-minded 
American women all over the country, turn eagerly each week to 


The New York Times Magazine. They know that here, in skillfully written 


articles, they'll find the background news of the world and war, news in which 
they have such deep and personal concern. They know, too, that this well-rounded 


news-picture-home magazine covers the gamut of women’s interests— 


faithfully follows our soldiers at the front ... our kids at home .. . food and 


rationing problems... wartime fashions. 


And because it’s so important to women, The New York Times Magazine 
grows in importance to advertisers who want these women as friends 
and customers, both now and after the war. *** You'll find it well worth while 


to get the facts. 


Che New York Cimes Magazine 


CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO 800,000 HOMES EVERY SUNDAY 
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New Batch of 
Castoria on Way, 
Ad Tells Public 


Lower Sugar Content 


Blamed for Withdrawal 
of Product 


Rahway, N. J., June 23.—Once 
again, almost seven weeks to the 
day, The Centaur Company, division 
of Sterling Drug, maker of Fletch- 
er’s Castoria, hit the nation’s news- 
papers today, this time with the 
reassuring and more cheerful news 
that the baffling Castoria mystery 
has been solved, and that manufac- 
ture of the product has once again 
been resumed. 

Following reports that those using 
the product had suffered nausea and 
vomiting, the company went to 
unprecedented lengths to reclaim 
every bottle outstanding on dealers’ 
shelves. Nationwide networks car- 
ried Castoria warnings as a public 
service, and Sterling Drug used 
large space in every newspaper in 
the country, including the foreign 
language press. Full pages in drug 
papers urged retailers to return 
every bottle of Castoria on hand 


MYSTERY SOLVED 


WHAT HAPPENED TO 
FLETCHER’S CASTORIA 


THE MANUFACTURER OF 
FLETOHER'S CasToma 


The Centaur Co., division of Sterling 

Drug, used this newspaper copy in an 

extensive list of papers to tell the public 

that the Castoria mystery had been 

solved, and manufacture has been re- 
sumed. 


and thanked them for their coop- 
eration in telling consumers to re- 
turn any bottles for refund (AA, 
May 10 & 17). 

As a result of this extensive effort 
which began May 5, during which 
time more than 1,700 telegrams 
were sent to wholesale drug con- 
cerns, and which required that a 


'and April, 1943, to conserve sugar 


simple terminology for lay con- 
| sumption, explained what happened. 


| 
special bureau be set up at the com- | 
pany’s headquarters here to handle | 
the deluge of mail and telephone | 
calls, more than 1,500,000 bottles of | 
Castoria have been returned from | 
all parts of the country. 


| 
Explains What Happened 


The announcement, which ran in 
500-line space in today’s newspa- 
pers, was headed “What Happened 
to Fletcher’s Castoria,”’ and in clear, 


Harold B. Thomas, vice-president 
of Sterling Drug, said that a year 
ago the sugar content of Fletcher’s 
Castoria was lowered 20% without 
affecting the product. In March 


under wartime conditions, the sugar 
content was again lowered. Ex- 
haustive research now discloses that 
a change in the chemical character- 
istics of the liquid, harmless in 
itself, interfered with the normal 
aging process. 

Fermentation was intensified and 
speeded up, thus retarding normal 
reoxidation of the active principals. 
Known as anthroquinones, these 
deoxidized active principals are now 
revealed to have caused irritation 
of the mucous membranes, resulting 
in nausea. 


Escaped Normal Tests 


Changes which occurred during 
the aging of the March and April 
batches of Castoria were so elusive 
they escaped detection through 


MORE OUTDOOR CIRCULATION 
THAN IN 1940" 


Tu 


(Official Figures Recently Taken for T. A.B.) 


@ over $15,000,000 weekly factory payroll 
@ billions of dollars in war orders 
@ over 850,000 people now in Milwaukee 


| papers, giving pertinent data on the 


| 
| 


THE BIGGEST ADVERTISING BUY IN MILWAUKEE 


CREAM CITY OUTDOOR ADV. CO. 
MILWAUKEE 


chemical testing procedures. Even 
after the nauseating effect was dis- 
covered in actual use, it took weeks 
of laboratory research to identify 
the factors responsible. 

“Now that the cause has been 
definitely ascertained, procedures 
have been put into effect which will 
assure normal reoxidation of the 
therapeutically active principals,” 
declared Mr. Thomas. 

Research chemists of the com- 
pany, together with others from six 
outside laboratories and the Federal 
Food and Drug Administration, par- 
ticipated in the investigation. Every 
step was subject to rigid analysis, 
with countless experimental batches 
of Castoria made in a variety of 
combinations at the company’s Rah- 
way, N. J., plant, in an endeavor 
to isolate the source of trouble. 
About two weeks ago the mystery 
was solved and researchers checked 
and double-checked their findings. 


To Use Green Bands 


Manufacture of Fletcher’s Cas- 
toria, interrupted seven weeks ago 
for the first time in three-quarters 
of a century, has been resumed and 
consumers were told in today’s 
advertisements that because of the 
time required for manufacture and 
distribution it may be about two 
months before Castoria will again 
be on sale at retail stores. “When 
it is, you will be notified in your 
local newspaper,” the announce- 
ment said. 

When the product is ready for 
distribution, each bottle will bear 
a laboratory control number, which 
will relate to the manufacturer’s 
full record of all production data. 
The packages will bear a green 
band instead of buff, to avoid con- 
fusion with any outstanding stock 
which may not have been returned. 

While Sterling Drug is expected 
to launch an extensive advertising 
campaign through its agency, Young 
& Rubicam, using a radically new 
approach in smiting any lingering 
doubts about the product in the 
minds of the nation’s mothers, noth- 
ing concrete has as yet been formu- 
lated, although both the agency and 
the company “have ideas.” 

During 1942 the Centaur Com- 
pany spent $528,000 in magazines 
and $156,000 in farm papers for 
advertising of Castoria. For four 
months of 1943, running through 
April, the company has spent $151,- 
486 in magazines and $53,350 in 
farm journals. In view of the heavy 
response to the company’s news- 
paper announcements in reclaiming 
outstanding stock, advertising men 
will not be surprised if newspapers 
figure prominently in future cam- 
paigns for the product, although 
this medium has not been used at 
all in recent years. 

Announcements to the drug trade 
will be carried in drug business 


new batch of Castoria now forming 
in the company’s vats. 


‘ . . 
Sporting News’ Cuts Size 

Effective with its July 1 issue, 
Sporting News, national baseball 
weekly, St. Louis, will change its | 
format to tabloid size, using five 
columns instead of the present | 
seven. 


Wright Joins M&C 
Harold H. Wright, formerly with 


Philip J. Meany Company, Los An- 
geles, and Critchfield & Co., Chi- 


| cago, has joined the creative staff of 


Moser & Cotins, New York. 


en 


ANOTHER 'FIRST' 


the TIRE, oF TOMORROW 


THE WORLD-FAMOUS FIRESTONE Dedew Chanson TIRE 
18 NOW BEING MADE WITH 


Firestone Butaprene 


THE MARVELOUS New SYNTHETIC RUBBER 


Firestone Tire & Rubber Co., Akron, last 

week told eligible buyers that they can 

now purchase their first “tire of tomor- 

row." Large-space messages in news- 

papers announced the synthetic rubber 

product. Sweeney & James Co., Cleve- 
land, is the agency. 


ABP Takes Over 
National Contest 


Chicago, June 24.—The Chicago 
Business Papers Association, which 
conducted a highly successful na- 
tional competition for business 
paper advertisers last year, has 
turned the contest over to the Asso- 
ciated Business Papers, Inc., fo 
administration hereafter. Action 
confirming this plan was taken by 
the local group at its annual meet- 
ing last Monday. 

The ABP, in accepting responsi- 
bility for continuation of the com- 
petition, has announced that E. J. 
Hamm Jr., publisher of Traffic 
World, Chicago, and chairman of i{ 
promotion committee, will be in 
charge. He is already preparing 
details, including appointment of a 
jury of awards, conditions of the 
competition and determination of 
the prizes to be given to winners in 
the various classifications. 

More than 125 entries were made 
in the initial competition, and the 
size of the job, as well as the desire 
to emphasize the national scope of 
the awards, resulted in the plan for 
operation of the contest by the 
Associated Business Papers, Inc. 


Bigelow-Sanford Postwar 
Rug Plans Readied 


Bigelow-Sanford Carpet Com- 
pany, New York, which recently 
reported plans to manufacture syn- 
thetic shoe soles on its carpet looms 
(AA, May 10), has its plant and 
equipment ready to resume rug and 
carpet manufacturing immediately 
upon completion of government 
orders, and within five to six months 
after the close of the war the com- 
pany will be in full peacetime 
operation, according to J. A. Sweet- 
ser, president. 


IN THE SOUTH’S 


50,000 WATTS 


THE GREATEST SELLING POWER 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


GREATEST CITY 


CLEAR CHANNEL 
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VFFICES IN 


NEW YORK + WASHINGTON, D.C. © LOS ANGELES + LONDON + TORONTO 


FLIGHT at the Speed of Sound 
SPEECH at the Speed of Light 
SIGHT Beyond the Range of Vision 


@ There is more to the Air Age than airplanes. @ Even the airplane's remarkable ability to get you to a 
remote place at high speed is set aside when visual communication across the distances —two way hearing, 
speech and sight— make it unnecessary to take the trip. @ Radio's latest and still secret wonders include 
Radar by which man has learned to “watch” without seeing. Sighting an enemy plane a hundred miles 
away — not with his eyes, but seeing electronically —the watcher reports electrically at nearly the speed 
of light. . . the listening pilot of a defending plane dives on the invader at approximately sound's 
speed of 1100 feet a second. This wartime application of new powers shows the plane and 
radio in effective teamwork! @ Bur war is civilization in reverse, life with rationed eating, 


all man's movements limited to military necessity. How shall we use the new magic in 
peacetime? Peace is a striking off of shackles. @ With Victory, even man's encircling 
horizon will be struck off. That ring of hills, ocean, prairie, or roofs which, since time 
began, has divided the here-and-now from the rest of the world, will no longer restrict 
us. At a turn of the hand we will overcome distance in whichever way we choose— 
electronically, with our eyes, our ears, our voices—or aeronautically with our bodies. @ As 
we fight for a new world of Four Freedoms, let us see it as clearly as possible and plan 
accordingly. It will be an Air Age, yes—in a sense broader even than Aviation sees 
it—on age in which man's mind and body roam the air at will. € All new plans 


RADIO NEWS 
FLYING 
POPULAR PHOTOGRAPHY 


‘ ZIFF-DAVIS PUBLISHING COMPANY 


Alliance Books 
CHICAGO, ILLINOIS 
Little Technical Library 


Fiction Group 


must allow for changes far more sweeping than yet foreseen. 
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Dodge Appoints Two 
Executive Assistants 


F. W. Dodge Corporation, New 
York, has appointed Ralph M. Hair- 
ston of Atlanta and Howard M. 
Thompson of New York as execu- 
tive assistants, respectively, to Irv- 
ing W. Hadsell, vice-president in 
charge of the construction news 
division, and Chauncey L. Williams, 
vice-president in charge of Sweet’s 
Catalog Service division. 

Mr. Hairston has been associated 
with the corporation since 1927, the 
last six of which he has been man- 
ager of the southeastern states area 
for the construction news division. 
Mr. Thompson joined the company 
three years ago as Chicago manager 
of Home Owners Catalogs. 


“Since WFDF Flint Michigan, stopped 
broadcasting the weather, I’ve had to 
rely on my newspaper.” 


Utilities’ Radio 
Program to Combat 
Lobby Groups 


Over 120 Companies 
Join First Extensive 
Industry Campaign 


Chicago, June 25.— Government 
control of utility companies is 
always a threat and as long as cer- 
tain groups lobby for such a goal it 
must be combatted with a maxi- 
mum of effectiveness in advertising, 
Henry B. Sargent, vice-president, 
Mississippi Power & Light Com- 
pany, Jackson, declared here yester- 
day. 

Mr. Sargent, addressing the after- 
noon session of the Public Utilities 
Advertising Association convention, 
emphasized the importance of a 
good national advertising program 
whereby the utilities can tell their 
story directly to the people in 
language they can understand. The 
reasonable cost of telling this story 
cheaply and effectively will be 
demonstrated, he said, starting July 


a 13-week test of the series, “Report 
to the Nation” (AA, June 7). 

More than 120 companies have 
already agreed to come in under the 
banner, he stated, and others are 
expected to join in this first con- 
certed effort of the industry to ad- 
vertise. The half-hour dramatiza- 
tion of the news, broadcast Tues- 
days from 9:30 to 10 p. m., EWT, 
will expand the educational cam- 
paign which the light and power 
firms have been running in national 
magazines. N. W. Ayer & Son, Inc., 
handles the account. 


Talk Coordination 


At an earlier “hell box” session 
conducted by Charles J. Allen, di- 
rector, public relations, Connecticut 
Light & Power Company, Water- 
bury, and Al C, Joy, advertising and 
publicity manager, Pacific Gas & 
Electric Company, San Francisco, 
members discussed how to coordi- 
nate the national program with a 
company’s own institutional adver- 
tising during the war period; how 
to advertise the reasonable price of 
gas and electric services to the con- 
sumer and at the same time stress 
the fact that it must not be wasted 
for the duration; how to advertise 
effectively to the public so that a 
sharp curtailment of service in case 
of war emergency would not leave 
anyone unprepared, and at the same 
time protect a postwar market, 
when the widespread use of elec- 
tricity and gas for “extras”? would 


22 when electric companies take| again be feasible; and the compara- 
over a 124-station CBS network for| tively new problem presented by 


“Boom-Baby” with a 
cause she was born 
Town” with a future. 
Airplane Company. 


Wichita has zoomed 
And it’s there to stay. 


center with plans for 
the future—set in 
the heart of Amer- 
ica — rich in nat- 
ural resources. 
Put yourself 
solid in the Wich- 
ita area now. 
Radio Station 
KEFH will do the 


Job for you. 


BOOM? 
numBerone BOOM-TOWN 


Janice Johansen is 8 months old. 
in a 


building a future with the Boeing 


sales hot spot of the Middle-West. 


new industrial and aviation 


My 


future — be- 


‘**Boom- 


Her dad 


up to No. 


A booming, 
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Glenn D Gillett mee Field Strength Distribution Based on Performance 
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IN MIDWESTS 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 


AFH 


WICHITA 


CBS « 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


BENDIX ADVANCES OWN CLAIMS 


RADAR / . «Who first detected aircraft in flight by radio? 


BP cece y 
(sane 
easiness - 


in 1932...0n @ lonely form... He oh ‘ 


ae == aviation fonrouiee 


—— —_ 


tt 
\ 
4 
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With full newspaper pages, Bendix Aviation Corp. last week claimed an important 
radar discovery ‘way back in 1932—the detection of moving aircraft by radio 
devices carried in a truck. The oriainal art work for the advertisement now 
bears this aaency inscription: “To ‘Pat’ Hyland, who was in that truck before it 
became a bandwagon.’ Buchanan & Co., New York, handles the account. 


dehydration of food, and how far to 
go in advertising it. 

The Ohio plan, outlined by James 
E. Humphreys, publicity director, 
Ohio Fuel Gas Company, Columbus, 
is credited with much success. It 
calls for speedy release of messages 
in code to radio stations so that in 
case of bad weather, or any other 
extraordinary reason for gas con- 


ble for the 
entries in this 
said E. N. 
committee chairman. 


emergency plan into quick opera-|,..>. Newspaper Advertising Support 
. . War Effort—Public Service Compa 
tion March 7, and it proved success- | ().),,oma. 

ful. “Thank you” advertisements! 3 Nutrition Promotion 


appeared in all March 8 papers and | public Service, Ine. 


New Orleat 


sideration by government agencies. | a: gS Se 
Mr. Joy brought up the subject | ortation companies ) 
of home dehydration, observing} puplic Service, Inc. 
that, in his opinion, in nine out of| 7. Employe Magazine 
ten cases it was still unsuccessful. | son Power Corporation. 
Several other utility advertising|) %. Employee Newspapers 
heads believed it had excellent | ‘is « Electric Company 
points in its favor. Opinions dif- | -Seliaene 
fered widely as to the amount of | 1) "Direct Mail Advertising, 
advertising to be done on this | tiai-Georgia Power Company. 
theme. | 41. Direct Mail Advertising, Industri 
Marye Dahnke, director, home | and Commercial—Georgia 
economics department, Kraft Cheese | pany. 
Company, Chicago, outlined a war-|_ 12. Special Booklets, Pamphlets, et 
time program on the home nutrition | rales ar teas Display—N 
front at today’s session. Utility) ,,.°° See oe, 


} : : Orleans Public Service, Inc. 
companies with nothing to sell have) ,, 


New 


tomers Edison Companys 


Reside: 


cerned, to the business of winning} _ !5. Radio Advertising 
the war with the proper calories for | “°™P@Y: 
woot front war aren. tong ” wah 16. Annual Reports to Stockholders 


Duquesne Light Company 
ANNOUNCES WINNERS 


17. Annual teports to 
| Portland General Electric Co 
New York, June 23.—The Phila-| ,,.'*- a 
_delphia Electric Company has been | °°!" *0™mPAns. 
named winner in the public rela-| 
tions newspaper advertising classi- | 
fication of the Public Utilities 
Advertising Association’s annual 
contest to determine the best adver- 
tising developed by utility operating 
| companies in the United States and 
Canada. 


Employes 


Emerson Radio 


Names Weintraub 
Emerson Radio and 


Phonogra} 


H. Weintraub & Co., 


media. 

More liberal participation on the | tion of Emerson radio. Radi 
part of small companies as well as| magazines, newspapers and busine 
a desire for those companies com-| papers will be used. 


gx 


peting to see how the product of 
their efforts compare with adver- 
tising developed in other parts of 
the country, were directly responsi- 
increased number of 
year’s competition, 
Pope, national contest 


Winners of national awards in the 
various classifications were as fol- 


servation, information could be put} lows: 
on the air in the least possible time. 1. Public Relations Newspaper Adver- 
It was necessary to put this Ohio tising—-Philadelphia Electric Compan) 


\ 


over the radio, as well as through 4. Customer Service Newspaper Ad- 
the use of sound trucks. The use of | vertising-——Portland Gas & Coke Com- 
this type of plan in other sections | Pany. : ; : 

of the country is now under con- 5. Campaigns—Duquesne Light Com- 


Advertising (for trans- 
Orleans 


Niagara-Hud- 
Cincinnati 


%. Bill Enclosures for Residential (us- 


ii 
Power Com- 


: , oo Outdoor Advertising of All Types 
turned over many of their facilities, | painted Mulletias. Peatere, Vehick 
particularly as far as their home| Posters, ete —B. C. Electric Railw 
economics departments are con-| Co. Ltd. 


Duquesne Lig!t 


Corporation has appointed Williain 
New York, ' 
Advertising was entered | direct its advertising. Emerson w! 
in 18 classifications embracing all| conduct a wartime advertising can - 
paign to maintain the brand pos:- 


GO - NEW YORK . ATLANTA 
SAN FRANCISCO - HOLLYWOOD 
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ADVERTISING AGE 


(wasn 


an 
C104 


66pRESTIGE is all too often confused with Vanity. Just because a 
message is printed on heavy, glossy paper with all the fineness of an 


engraver’s proof it does not mean that the author necessarily gains 
one grain of PRESTIGE. 


For PRESTIGE is the force derived from acknowledged character, 
reputation and background. 
t 


Let me illustrate — 


‘2 » > LAD? 
, ww 
mn / 
| 
\ 
Beau Brummel, famous for the perfection of his dress Lincoln, on the other hand, with pants unpressed 4 
and manner, was lacking, nay totally barren of the and cravat askew, radiated a force derived from 
power to give a farthing’s worth of PRESTIGE to character that enveloped and gave weight to those 
amybody through his presence or acquaintanceship. who had the privilege of calling him friend. 


It is the subscribers’ recognition of the qualities of The United States News 
that gives to its advertising pages PRESTIGE—that and no other thing. 99 


Earmark your advertising budget to include a cycle 
of pages to run regularly in the United States News. 


_—- 


DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 


WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY TO NEWS OF NATIONAL AFFAIRS 
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ADVERTISING AGE 


Brown Scotches 
Rumor of Single 
Cigaret Brand 


Washington, D. C., June 22.—The 
oft-repeated rumor that a _ single 
brand of cigaret would be issued to 
the public was revived here last 

Federal District Judge Philip | weekend, and was promptly denied | 
Sullivan set Nov. 15 for trial of the|>y Price Administrator Prentiss | 
case after agreeing that an earlier | Brown, whose agency—in this case | 
date might interfere with the de-|—wWas said to be considering such} 
fendants’ part in the war effort. action, 
| For a number of weeks the) 
|agency has been at work on a new! 
| regulation for cigarets, which would | 
| provide in one order the price con- | 
| trols which have been in effect for 
nearly two years for manufacturers 
| and for more than a year for whole- 
salers and retailers. 

The primary purpose of the new. 
| regulation is to simplify the existing | 
| legal network, and any oor 


Flour Firms Deny 
U. S. Antitrust Charges 


Sixteen flour milling companies, 
including General Mills and Pills- 
bury Flour Mills Company of Min- 
neapolis, and 11 individuals pleaded 
not guilty in federal court at Chi- 
cago recently to federal charges of 
conspiring to fix prices on packaged 
family flour. 


BOOKLET MAILED TO 
PARPCUTINES OV REOLEST 


WILLIAM BALSAM 
Mdeerlisin 


540 N. MICHIGAN + CHICAGO + WHITEHALL 7819 


that a single brand is to be the out- 
come is “absolutely baseless,” Mr. 
Brown said. 

“We are not concerned with brand | 
names or the number of brands of 


cigarets,” he continued. “At no 
time have we _ considered any 
price action which would eliminate 
cigaret brands or injure’ brand 
names. The members of the trade 
attending industry meetings on the 
proposed regulations know this.” 


Sun Oil Appoints Waltman 

Franklyn Waltman has been ap- 
pointed public relations director of 
Sun Oil Company, Philadelphia, 
succeeding the late Judson C. Well- 
iver. Mr. Waltman served as pub- 
licity director for the Republican 
National Cornmittee from 1938 to 
1941. In 1942 he did public rela- 
tions work for Houdry Process Cor- 
poration and Sun Oil Company in 
Washington. Edwin W. Gableman, 
former chief correspondent of the 


Cincinnati Enquirer, has succeeded | 


Grand Rapids Pool 
Offers Services 
‘to War Industries 


| New York, June 23.—Following 
| its decision to construct an aircraft 
|assembly plant (AA, June 7), 
|Grand Rapids Industries this week 
| placed 600-line copy in the New 


| York Journal of Commerce calling | 


|attention to its 
| million feet of production floor 
|space and announcing that more 
| production is available for the air- 
‘craft or any other war industry, 
from the 15 great Grand Rapids 
furniture plants comprising Grand 
Rapids Industries. 

Presently engaged in making 
| parts for gliders, for the Stinson 


two-and-one-half 


Mr. Waltman in Washington. 


Sentinel, and for bombers, the wood 
se eT op workers of Grand Rapids have now 
Livingston to WOR | definitely entered the field of post- 
Norman Livingston, for the last | war manufacture of small planes, 
seven years radio director of Red- with Frederick H. Mueller, — 
field-Johnstone agency, New York, 4¢"t, and Charles M. Kindel, vice- 


‘has been named assistant director | President, having persuaded the 15 


of program operations 
New York. 


at WOR,| member stockholders to purchase 
‘rights to the Skyfarer, small plane 


See 
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ee) 
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at home in home- 


4 


town America 


EVERY EXPEDITION into home-town America—those 
markets beyond range of regular, 32-city research— 
winds up right in Mutual's backyard. Here ts where 
three-quarters of all U.S. radio families live, tuning 
habitually to the home-town station in preference to 
super-power strangers located miles away. And here 
Mutual provides far more home-town stations than 


any other network. Fully 120 markets are served, 


THE MUTUAL 


BROADCASTING 


from within, by Mutual alone, compared with 56, 
45, and 37, respectively, for the other networks. 

Crossley is now making a continuing study of 
this advantage, and the score is already tabu'ated for 
six programs broadcast in 23 home-town markets. 
In each one, Mutual has the only network outlet, 
though each market lies in the designated primary 
coverage area of one or more competing 50,000- 
watters. Home-town ratings for these Mutual pro- 
grams are 37% to 190% higher than the “national” 
ratings obtained in four-network cities! 

Whether your message is for the entire nation, 
or for only selected sections, Mutual assures you a 


warm welcome throughout home-town America. 


SYS TEM 


June 28, 194: 


produced by General Aircraft Co) 
| poration of Lowell, Mass. 

| Now a two-place plane, GRI offi- 
| cials contemplate turning it into 

four- or five-place family machin, 
after the war and are thinking j 
terms of mass production so tha: 
| the plane may be sold at a fair! 
| reasonable price. For the presen; 
| Officials of the furniture industri 


- 
| ; _— 
‘ pet” a ys 
a 
= == 4 ‘o 


STRIKE AT DAWN 


nd . . 
- ee 


| GRAND RAPIDS INDUSTRIES, Inc. 


IS viens tamoms tor Vine tersitere United bn tor he Airerett tndeery 


will attempt to sell their new prod- 
uct to the Army air forces. 

With its copious floor space, mod- 
ern wood-working machines, re- 
|} search, engineering and _ technica! 
| staffs, and available supply of 

skilled labor, the Grand Rapids 
| Industries points out in its adver- 
tisement, “if it can be built of 
| wood, Grand Rapids Industries wil! 
build it... fast...in volume... 
to precision specifications.” 

| The Grand Rapids pool is looking 
for more war contracts, declared 
Mr. Mueller, as “we have space and 
| machines that can be utilized more 
| extensively.” 

| 


Milwaukee Club Elects 
Mrs. Muriel Brechler has been 
'elected president of the Women’s 


| Advertising Club of Milwaukee. 
|Isabel Tratnik was named vice- 
| president. 


| In The Fast Growing 
SALT LAKE MARKET 
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“TO and FROM. 


Portland,Me. (azz 
EVERY DAY! 


Steady streams of crowded busses and 
automobiles, within a radius of sixty 
miles, head for Maine’s largest mar- 
ket. Men and women war workers 
jam Portland’s streets, fill the stores, © > semincton 


ss ; 
heh} ha 


pack restaurants, hotels and theatres.  RAIRFIELD 
Here are some of the cities and towns WATERVILLE 8) 
they come from. Green figures repre- 2 
sent the actual number of shipyard p 


workers from these communities. 


“ B 
eesti ei aon 
GARDINER So tk 3 
EENE. SDEN MILLS 
Pa ie Oo 7 ra te ~ ROCKLAND @ 
fe ; BRIDGTON @ WISTON | ae : 
oO. @ rrvesurc uscon@) @Pricumono — 1) DAMARISCOTTA 
CONWAY, N. H. é BOWDOINHAM | 


rn® rector g@ Gear) 


GRAY 
e€ BRUNSWICK 


219) YARMOUTH 
FALMOUTH!) 


a® Portland,Me. 


WESTBROOK 


BIDDEFORD 
SANFORD 


A | ‘ KENNEBUNK @- 

a 16) KENNEBUNK PORT 

# NORTH senwicr a 20) 

"DOVER, N. ee Donnelly Adv. 


Portland. Me. 


.. Never betore such economy 
in market coverage & penetration! 


In two years Portland’s annual industrial payroll has jumped 
from $6,000,000 to $90,000,000 while population has increased 
' by 35,000. 


Alert advertisers recognize Portland, Maine, as a compact 
and rich area humming with business and industrial activities. 


Here outdoor advertising is the most effective means of focus- 
ing a sales story on thousands of people with plenty of money 
to spend. 


Vital ingredients of sales success — market coverage and mar- 
ket penetration at extremely low cost through outdoor adver- 
tising — are assured the advertisers who set this territory as 
a sales target. 


Look into Portland, Maine! 


z J . You'll see an attractive picture with planned outdoor adver- 
5 i tising to help you do a real sales job in reaching active, busy 
Te people. 
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Don’t Hamstring OWI 


The Office of War Information 
has been under attack in Washing- 
ton, and as a result efforts are being 
made to reduce its budget by elimi- 
nating its Domestic Division and 
thus limit the scope of its work. We 
are not concerned with many as- 
pects of OWI activities, but we be- 
lieve it would be a major mistake 
not to provide funds with which to 
maintain the important services 
which have enabled OWI to utilize 
fully the advertising facilities which 
have been employed so successfully 
in promoting national objectives on 
the home front. 

Through the Office 
Coordination and its liaison with 
the advertising field, functioning 
through the War Advertising Coun- 
cil, OWI has provided a clearing 
house for all government projects 
requiring advertising and sales pro- 
motion effort. Experience has shown 
that whether it is a case of putting 
over a war bond drive or getting 
public cooperation for rationing 
programs, advertising is an essential 
and in fact indispensable tool in 
reaching and persuading the public. 

Without in any way minimizing 
the great job which has been done 
by newspapers, magazines, business 
papers, radio and other media 
through editorial cooperation, such 
as has been constantly invoked for 
the purpose of quick dissemination 


of Program 


of new information regarding 
rationing programs, it is still true 
that advertising has played a major 
role in providing ample facilities for 
full and effective coverage of the 
entire country with official messages 
vital to the effective prosecution of 
the war. 

Owl, 


functioning for all other 


government departments and agen- | 


cies, has been able to channel ad- 
vertising projects to the advertising 
interests organized to execute them. 
These projects have required the 
cooperation of advertisers, agencies, 
media and suppliers, who in turn 
are organized for service through 
the War Advertising Council. Thus 
we have had the machinery for 
making available to the govern- 
ment, in organized and workable 


form, all of the advertising talent, | 


space and time required to make 


these campaigns an effective and 
successful part of the total war 
effort. 

We know that OWI has done a 
good job in the advertising field. We 
have every confidence in the in- 
tegrity and good will of Elmer 


Davis, head of the agency, and his 
associates, and believe that the ap- 
propriations needed to enable them 
to carry on their important tasks of 
public information should be pro- 
vided. Its work on the home front 
is no minor assignment. 


Old King Coal 


Bituminous Coals, Inc., will be 


and profits of the retail trade in re- 


the promotion agency for the coal | cent years, and hence has affected 


industry in a 
campaign which is now being or- 
ganized and financed, as reported on 
another page of this issue. Thus a 
great and important industry, which 


major 


advertising 


is a prime factor in war production, 


transportation and civilian life, will 
soon begin telling its story to the 
American people 


the operators who must find a mar- 
ket for the higher grades in order 
to produce successfully for indus- 
trial, railroad and other purposes. 
But the emergencies of war have 
emphasized the availability and re- 
liability of coal as a domestic fuel, 


| while improvements in furnace op- 


Coal has had its troubles, its ups| 


and de- 
govern- 


and downs of prosperity 


pression, and has needed 


ment aid through legislation, as well | 


as assistance in 
some of its 
labor problems 
in the public 
favorable light on 


straightening out 
constantly recurring 
Because it has been 
than 


eye in a less 


many occasions 
in recent years, there is probably no 
major indu&try in the country which 
needs more to cultivate’ public 
understanding and sympathetic in- 
terest 

The competition of 
fuels for domestic heating, such as 
oil and gas, has cut into the volume 


substitute 


eration have eliminated many of the 
former objections and have made it 
suitable for the kind of automatic 
heating which the public now de- 
inands 

The industry is thus in a strong 
position to tell its story to the pub- 
lic, to reclaim some of its lost mar- 
kets and to increase and strengthen 
its position both domestic 
and And 
same time it can tell a story of war 
service which hardly be 
matched anywhere in the industrial 
field but which is unfamiliar 
large part of the public 


among 
industrial users 


can 


to a 


Old King Coal may be about to| 


step back on his throne. 


| 


THE NEW SPIRIT OF COOPERATION 


—~—George Price, for Griffin Mfg. Company 
“Busy day, wasn't it?” 


OPA Food Nightmare 
Castigated and calumniated, pil- 
loried and pummeled, slandered and 
smacked from pillar to post, OPA 
can sure take it. But the most 
vituperative and acidulous barbs yet 
thrust at the OPAers came from 
the Piggly Wiggly Corporation, At- 
lanta, in a scathing denunciation of 
| bungling of the nation’s food pro- 
gram. A few choice tid-bits follow: 
“The OPA food nightmare must 


at the | 


go.” 
“Inept and inane administration 
by this wartime agency.” 


|right thing as well as he could. 
When Prentiss Brown, a _ political 
lame duck, took his place we sus- 
pected that OPA was being thrown 
to the dogs.” 

“We wanted to remain tolerant 
while OPA was going through its 
birth pains.” 

“Today OPA is a sorry spectacle. 
Hit-or-miss rulings issued today, 
amended tomorrow and killed the 
week after...” 

“If there ever was a case of fid- 
dling while Rome burns, this is it.” 

“The professors of philosophy, the 
welfare workers and others of their 
long-haired ilk must go.” 

“This is war, and we don’t have 
the time to act as guinea pigs for a 
lot of crackpots.”’ 


English Report 


pers, cut to the barest bone, can 
still make money, the recent annual 
report of Allied Newspapers Ltd. 
(since changed to Kelmsley News- 
papers Ltd.) comes as another in a 
long series of shocks. Lord Kelm- 
sley, chairman of the company, 
reported that the regular 8% divi- 
dend on preference stock was being 
paid, an 8% dividend on the ordi- 
nary stock was paid for the first 
time in years, and £100,000 was 
placed in the reserve account. 
“Government advertising,’ Lord 
Kelmsley reported, “takes up a 
great deal of our available adver- 
tisement space. It performs a pub- 
lic service and has a corresponding 
priority. The space that is left, a 
meager space to be sure, is allotted 
among our good friends the com- 
mercial advertisers in the fairest 
possible way. They and the adver- 
tising agents understand the condi- 
tions under which we are obliged 
to work and understand also that 


cumstances permit.” 


Cosmetic Smiles 

All the fuss and to-do made about 
Steve Brody’s taking a chance be- 
comes farcical when compared with 
milady’s headstrong impulsiveness 
jin trying anything once—especially 
| when that “anything” is for the 
| purpose of beautifying the physiog- 
|nomy. 
Technical Laboratories is cur- 
| rently marketing a heavy, viscous 


Ad-libbing 


“Leon Henderson tried to do the | 5@V& enersy and elbow grease for 


| 


| 


|tc permit the 


| fathers left for overseas duty, and 


To people who still think its | 3. Incidentally, the Journal’s V-mail 
| . ° ° 
remarkable that English newspa-| Photographic service is free. 


| cockpit. 


| goggles, which enable him to see 
everything inside the plane, but! 
which, in combination with the| 


we shall be prepared to help them | 
more amply again as soon as cir-| 


| District office was for $25,000,000. . . 


fluid called Kopal, which madam 
brushes on the teeth in much the 
same manner as she does polish on 
the nails. Drying instantly and said 
to be more or less impervious to 
chewing or drinking, Kopal will 
whiten the teeth by about six 
shades. 

Paraphrasing Barbasol’s’ well - 
known “no brush, no lather, no 
rub-in,” Kopal advertising seems to 
be missing its cue with “no brush- 
ing, no foaming, no spitting.” And 
it might get in a patriotic plug by 
advising ladies in defense work to 


their jobs. Why rub and scrub 
your teeth when all you need do is 
brush on Kopal. Smile, lady, smile! 


Jottings 

Carstairs Distilling Company is 
running an internal salvage cam- 
paign of its own. Dealers are being 
induced to turn in worn out ani- 
mated White Seal displays in return 
for a pledge to replace the display 
with postwar models as soon as 
practicable. . . 

News that the Army has decided 
sending of baby 
photographs via V-mail, is no news 
at all to the Jacksonville Journal. 
The Journal has been taking pic- 
tures of babies born after their 


has been sending them on to the 
fathers by V-mail, ever since May 


Celanese Celluloid Corporation 
recently gave its customers a dem- 
onstration of the effectiveness of 
Lumarith plastic by sending out 
small pieces of red and _ green 
Lumarith which are used in blind 
flying practice. Polaroid Corpora- 
tion supplies green blind flying 
sheeting which is placed over the 
It can be seen through 
with the naked eye. The student 
pilot, however, wears red Polaroid 


green cockpit shields, make it im- 
possible for him to see out. Mean- 
while his instructor, minus the red 
goggles, can see out as well as in. . . 

One of the most complete and 
interesting expositions of a com- 
pany’s operations, history and at- 
tainment which we've seen is con- 
tained in a Radio Corporation of 
America book called, “RCA—What 
It Is, What It Does, 1943 Questions 
and Answers.” 

The largest June 15 income tax 
check received at the 3rd New York 


On a recent radio quiz program| 
a soldier was asked “What do our| 
armed forces fight for?” and his 
prompt answer was “Esquire.” 
Could be... 

Thought you'd like to know that! 
J. A. Kugler, v.p. in charge of sales | 
of Taylor-Wharton Iron & Steel 
Company has been named a mem-| 
ber of the frog and switch commit-| 


| tee of the WPB... 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2189. Continuing Market Pres- 
entation. 

The Newark Evening News has 
issued this loose-leaf data file con- 
taining statistics with charts and 
maps covering the Newark, N. J, 
market, with records of circulation 
and advertising included. The mar- 
ket charts will be issued periodi- 
cally, numbered and _ sectionalized 
for easy identification and substitu- 
tion. 


No. 2190. PAC’s War Printing Sur- 
vey. 

Printing and Advertising Clinics, 
sponsored by General Printing Ink 
Corporation, has issued this survey 
and summary of American in- 
genuity in the use of printing and 
lithography to aid the war effort 
and to preserve the individuality of 
business enterprise. Public and con- 
sumer relations, labor morale, con- 
servation and other subjects are 
discussed in the illustrated booklet. 


No. 2191. 1933-1943 Souvenir. 

Called “An address on the occa- 
sion of the 10th anniversary of the 
United States News, by the Honor- 
able Cornelius Drumwagon,” this 
illustrated brochure goes back for 
a look at the milestones along the 
path of the publication’s career. A 
record of its publishing formula, 
circulation and readership are dis- 
cussed. 


No. 2179. War Activities and Trends 
in the Milwaukee Journal Mar- 
ket. 

In this folder the Milwaukee 
Journal pictures, with charts and 
photographs, the new wartime Mil- 
waukee and Wisconsin market. The 
city’s influx of workers is reflected 
in figures showing increases in pop- 
ulation, factory payrolls and retail 
sales. 


No. 2136. 199 Ways to Sell Creative 
Printing in Wartime. 

Many old customers are out of the 
market for the duration, Oxford 
Paper Company points out in this 
brochure, and lists numerous sug- 
gestions for finding new printing 
business to replace the old. 


No. 2169. Where Were the Big Wigs 
on Feb. 22? 


Business Week has issued this 
booklet, which reports on the inter- 
est created among management men 
by the Feb. 6 issue’s report to exec- 
utives, titled “Absenteeism: What 
to Do About It.” On Feb. 22, the 
booklet says, numerous management 
men were at their desks writing 
letters to BW about the report. 


No. 2171. Daytime Serials and Iowa 
Women. 


Station WHO, Des Moines, has i>- 
sued this study of daytime serial li:- 
tening in Iowa, conducted by Leda 
P. Summers in cooperation with the 
Office of Radio Research of Colum - 
bia University. Among the conclu- 
sions brought out in the report are 
that approximately one-half of a)! 
women in radio homes listen to day- 
time serials; there is no recognizab): 
“daytime serial listening type;” that 
there is evidence of a closer rela 
tionship between the amount of se- 
rial listening and the amount o! 
magazine reading; and that tw 
women out of every five regular lis 
teners believe that serials help the: 
solve their own everyday problem 


No. 2174. Results. 
Station WLS, Chicago, has issue 
this folder, which tells succe: 


stories of several typical WLS ac 
vertisers, giving analyses of ma 
response to programs broadcast a! 
various hours. 
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TELLS WAR STORY 


\ This banner shall be Star-Spangled! 
\ ‘ Gedméhenckijnes 
ae rach ax month renewal portend” 


— 


Odes, the tre we neve received can Army Nery Prone 


| 
| 


ferent corm The hammer shall be Sear Spangied 


£. H SCOTT BADIO LABORATORIES, INC 


\ Ne ee me ome oe 


in Chicago newspapers, E. H. Scott 

Radio Laboratories proudly links its 

Army-Navy “E" award with production 

of low-radiation receivers which can be 

used aboard naval vessels without disclos- 
ing their positions to the enemy. 


Sate Naval Radios 
Featured in Scott 
'E’ Award Copy 


Chicago, June 23.—Presentation 
of the Army-Navy “E” award to 
the E. H. Scott Radio Laboratories | 
last Saturday emphasized anew the 
importance of the contributions 
which this company, long a leader | 
in custom-built radios, has been | 
making to the safety of naval ves- 
sels through the development of its | 
low-radiation receiver. 

Ordinary receivers emit radiation | 
of sufficient strength to enable ves- 
sels to be located by this means. 
Until the Scott radio was developed, | 
it was impossible to operate receiv- | 
ers aboard ship. Now men at sea! 
can enjoy programs broadcast from | 
the mainland without fear of sub- | 
jecting themselves to enemy action. | 

Because of the evidence of tech- | 


DETROIT 
WOMEN 
HAVE 
MONEY 


Yes ... and plenty of it, but 
they don't have much time. 
They have to make up their 
minds quickly and shop 
quickly. Fashion conscious 
women therefore have a 
habit of turning to their 
morning Free Press first for 
news about clothes. Detroit 
merchants know this, and 
place more women’s clothing 
store linage in The Free Press 
than in any other Detroit 
newspaper. 


THE DETROIT 
FREE PRESS 


Story, Brooks & Finley, Inc. 
Vational Representatives 


nical skill suggested by develop-| 


ments of this character in war 
work, to which the Scott Labora- 
tories are now exclusively devoted, 
consumer advertising, which is 
being increased, is calling attention 
to the high quality of reception 
which may be expected from instru- 
ments of Scott manufacture. 

The advertising is being expanded 
from Fortune, National Geographic, 
Newsweek, The New Yorker and 
Time, where it has appeared since 
last year, to include Better Homes 
& Gardens, House Beautiful, House 
& Garden, New York Times Maga- 
zine, Town and Country and United 
States News. It is appearing in full 
pages on an every other month 
schedule. 

The company, which has sold 
exclusively heretofore through its 
own facilities, has recently ap- 


ADVERTISING AGE 


pointed a Chicago retail distributor, 
and it is possible that it may de- 
velop national distribution through 
dealers after the war. 

Earle Ludgin, Inc., Chicago, is 
the agency. 


Robinson Resigns; 
Spain Named Successor 
D. A. Robinson, vice-president of 
Caterpillar Tractor Co., Peoria, has 
resigned to become the company’s 
distributor at Salt Lake City. Gail 
E. Spain, who was made a vice- 
president in May, 1942, will succeed 
him as administrative vice-presi- 
dent in charge of advertising, sales, 
export, engine sales, special prod- 
ucts and war contract departments. 
Prior to joining Caterpillar in 
1929, Mr. Spain was with Willam- 
ette Iron & Steel Works, Portland. 


Sperry Will Use 
Magazines, Papers 
in New Campaign 


New York, June 23.—The Sperry 
Corporation, whose subsidiary com- 
panies are the inventors, developers 
and manufacturers of more than 
200 types of instruments which 
insure precision control of air- 
planes, ships and guns, will soon 
launch a moderate-size advertising 
drive in newspapers and magazines. 

While two of its subsidiaries, the 
Sperry Gyroscope Company, of 
Brooklyn, and Vickers, Inc., of De- 
troit and Waterbury, Conn., have 
employed space in the trade press 
for many years, this is the first 
advertising to be done by the Sperry 


|Corporation. The third subsidiary, 
|Ford Instrument Company, Long 
Island City, due to the confidential 
nature of its work for the Navy, 
has never advertised its products. 
The advertisements will appear 
in five national magazines and in a 
selected list of large city news- 
papers throughout the country. 
Black and white pages will be used 
in the magazines, 1,400-line space 
in the papers. Young & Rubicam, 
New York, handles the account. 


Gets Aberle Account 


Aberle, Inc., Philadelphia, manu- 
facturer of “Aberle” brand full- 
fashioned stockings, has appointed 
Suzanne and Lucerne McCullough, 
New York, to handle its advertising. 
Newspapers, women’s fashion mag- 
azines, business papers and direct 
mail will be used. 


The Government has assumed physical owner- 
ship of one-fifth of the industrial capacity of 


the country. 


Without deliberate intent, almost without pub- 
lic notice, large sectors of American industry 
have been socialized during the past three years 
in meeting the urgent needs of mechanized 
warfare. The old bugaboo of government own- 
ership of industry has become an accomplished 
fact as a mere incident to the drive to create a 
munitions industry in a peaceful country. 


This is the portent of a 9-page report in Busi- 
ness Week . . . written to clarify the thinking of 
the men who manage America’s productive re- 
sources . . . measuring for them the dimensions 
of the problem of “What will it mean to my 
business when the war is ended?” 


eae 
Aap 


What will it mean to you—to you who sell food 
or flashlights, plastics or pillowcases or postwar 


plowshares? Do you know 


how much or how 


little of your own industry is government- 
owned? Who will de’<rmine its labor standards 


...levels of operation... 
themselves? 


the very products 


These are some of the dimensions of the prob- 
lem which government investment in plant 
poses. It is a problem from which there is no 
escape. We believe you will want to meet it, as 
a half million other management-men met it 
in the June 19th issue of Business Week — with 
new comprehension and understanding. 


W rite for a reprint of ‘One-fifth of a Nation — 


Government-owned.”’ In it 


an editorial quality which has made BW one 
of the most useful magazines in America today. 


BUSINESS WEEK —The News-base of Management’s Decisions 


330 West 420d Street, NeW Xork 18 


you will recognize 
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During the first five months of this year, the Chicago 


Tribune gained more than twice as much total advertis- 


ing linage as any other Chicago newspaper and more 


than all other Chicago newspapers combined. 


ore [Proof 


the Chicago newspaper more 


URING the first five months of this year, the 
Chicago Tribune printed 9,714,230 lines of 
total advertising. This was 4,780,984 more 


advertiser gets out of a newspaper depends on what 


the editor puts into it. 


What the editor puts into the Chicago Tribune 
lines than any other Chicago newspaper printed—and rolls up a total circulation which on week-days 
1.985.948 more lines than the Tribune printed in = . 
I exceeds that of other Chicago daily newspapers !)) 
the like period last year. on ? 7 
I : pluralities ranging from 450,000 to 645,000—and 

The Tribune’s gain was more than twice the gain ar, ; 
more than any two other Chicago daily new> 
registered in this period by any other Chicago news- : 
papers combined. 

paper—and far more than was registered by all other 


Chicago newspapers combined. 
* * * * * 


Here is fresh evidence which reaflirms that what the 


On Sundays, the appeal of the Tribune’s product 
builds a total circulation which exceeds that of other 


Chicago Sunday newspapers by amounts ranging from 


ah 
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GAINS AND LOSSES IN TOTAL VOLUME 
OF ADVERTISING LINAGE REGISTERED 
BY CHICAGO NEWSPAPERS 


FIRST FIVE MONTHS 1943 


1,985,948 
CHICAGO TRIBUNE 


- 226,728 
PAPER E 


that it pays to advertise in 


people read and want? 


290,000 to 895,000 copies. 


With new thousands of wage earners steadily being 
added to the great Chicago market, the Tribune is 
the one Chicago newspaper which delivers coverage 
most nearly in conformity with the expanded sales 
opportunities here. 


As indicated by the chart, the situation calls for — 


ind rewards—the more intensive advertising pressure 
vhieh you apply to best advantage when you build 
‘our Chicago program around the Tribune. Rates per 


100.000 circulation are among the lowest in America. 


we 
a. 
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MAY AVERAGE NET PAID TOTAL CIRCULATION: 
DAILY, OVER 935,000—SUNDAY, OVER 1,200,000 
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Due Dance Planning 


Held Better Term 
for Businesses 


“Chicago, June 21.— Pre - peace 
planning is a better term for most 
businesses than postwar planning, 
Arthur Van Vlissengen, western 
editorial director of the McGraw- 
Hill Publishing Company, told the 
Chicago Business Papers Associa- 
tion at its annual meeting today. 

He pointed out that much of the 
conversion from war to peace will 
be initiated before the war is actu- 
ally over, and that businesses which 
expect to be prepared for postwar 
operations will need to have made 
their plans and be prepared to 


CS ten OS” & Pieaaee eaeae 
: ¥ Ron eo - eA? 
7 Pe ¥ 

. PF 


STANDARD 


Willtehall 5355 


La 
4 
4 


“ae 


rival of V-day. 
These comments apply specifically 


|to publishing, he continued, and |} 
who | 


_publishers and their editors, 
| are familiar with industry develop- 
ments and technical progress, should 
be studying these present and pros- 
pective changes in terms of their 
own operations. 

G. D. Crain Jr., ADVERTISING AGE, 
was elected president of the associa- 
tion, succeeding Kingsley L. Rice, 
Power Plant Engineering, who be- 
comes a member of the board. 
Other officers are E. S. Gillette, Gil- 
lette Publishing Company, vice- 
| president; Louis Brookman, Con- 
| erete, treasurer, and Frank Kottra, 


| 


| Keeney Publishing Company, secre- | 


| tary. 
Scott Dowd, Fritz Publications, and 
|W. W. Gothard, Domestic Engineer- 
| ing Company. 


Agency Appoints Murray 
Daniel 
| York, has appointed Gordon Mur- 


™ |ray general representative in the 
*) | extension of the organization’s serv- 


j}ices. Mr. Murray has previously 
|served as field agent and section 
| supervisor for the Bureau of Busi- 
ness Research of Harvard Ufiver- 
sity, and took leading parts in 
founding and operating the Dow 
| Jones News Service and the Pacific 
Coast edition of the Wall Street 
| Journal, 


execute them before the final ar-| 


Directors, besides Mr. Rice, are A. | 


Starch and Staff, New | 


“The Blue will be sold,” but there 
is no prospect for a sale “today or 
tomorrow,”’ Edgar Kobak, executive 
vice-president of the Blue Network, 
told a group of 65 staff musicians 
at one of the informal dinners ten- 
dered to various segments of the 
organization by the Blue executive. 
Kobak revealed that 28 groups or 
individuals have evidenced enough 
interest to ask about the possibility 
of buying the network. In recent 
weeks four groups have examined 
the company’s books. 


a # a 


The Bankhead bill, dormant but 
far from dead, will emerge from 
i'committee and be contested on the 
|Senate floor early this fall. That’s 
|the prediction of men who’re most 
|interested in the bill. After recess 
|is over, the committee on finances 
will report the bill, but the end 
| product will be vastly different from 
| the original draft. Besides newspa- 
| pers, radio and other media will be 
added. Weeklies will still have a 
|definite allocation. The amount of 
| the bill (now 25 to 30 million dol- 
\lars) will be considerably higher, 
|with some _ estimating that the 
amount will be 50 million. 

And the pressure behind the bill 
is still there. At a recent newspaper 
|convention, delegates showed the list 


Announcement 


I. A. Klein, Inc., and I. A. Klein 


announce retirement from the field of 


newspaper representation effective 


August 1, 1943 


- Private Lines 


of Congressmen who have definitely 
committed themselves to the support 
of the bill; it was surprisingly large. 
This summer, when the Congress- 
men go home to mend political 
fences and put a sensitive ear to the 
ground, they’ll meet the determina- 
tion of the weekly newspapers. On 
a record vote, few congressmen can 
be expected to have the fortitude to 
vote against such a bill—eloquent 
testimony for the political power of 
the rural papers. 
| a 


ae ok 
There are literally dozens of fas- 
cinating stories tied up in the Fed- 
eral Communications Commission. 
One is the difficulty FCC is having 
in persuading private organizations 
not to try to tap broadcasts coming 
in from prisoners abroad and sell 
the information to the prisoners’ 
families. The foreign broadcast in- 
telligence service of FCC checks all 
such broadcasts, verifies the data, 
and informs the prisoners’ relatives. 
Further, transcriptions of the broad- 

casts are often sent. 
* : 
The information setup in govern- 
ment is definitely on the wane. 
Economy-minded Congressmen and 
the tight grip of Budget pared in- 
formation sections. Among the sur- 
vivors, don’t be surprised if you 
don’t find many advertising men. 
The most bitter and least-publicized 
of governmental struggles have 
been the wars between advertising 
and editorial men working in the 
departments. To date, the editorial 
men have the top hand. What will 
happen to some of the brilliant 
campaigns work remains to be seen. 


The question of whether Pan 
American Airlines will sell out its 
50% interest in Pan American 
Grace Airways to the W. R. Grace 
Company, or vice-versa, may be 
settled once and for all next month 
when the two interested parties put 
on a “winner take all” battle before 
the Civil Aeronautics Board in 
Washington. 


a 
Something new in prefabrication 


last week when the Goodyear Tire 
& Rubber Company displayed ac- 
cordion houses built of plywood 
plastics. The homes can be folded 
up conveniently and moved to new 
locations. “More than a score of 
them are being built for experi- 


mental use at an Arizona plant and 


| was literally unfolded at Akron, O., | 


| the company intends to start assem.- 
bly line production of them afte, 
the war. Easy movability and |o\ 
cost will be featured. Demonstr;- 
tions of those already constructed 
were part of the ceremonies atten_ 
dant on inauguration of Goodyea;'s 
$1,350,000 research laboratory «; 
Akron. 


cd * * 


Swift & Co., Chicago, made a 
success of a “Suggestion Show” 
week at Comiskey Park—wit! 
baseball game, other entertainme; 
and awards to more than 50 em- 
ployes who have given worth wh \e- 
suggestions in improving the manu- 
facture and distribution of food 
products. The suggestion plan has 
functioned for 17 years. Last yea 
the packer accepted 3,044 of the 
17,588 ideas tossed into the hopper. 

a + 

Denied many of their accustomed 
magazines, and refusing to try to 
stomach the Nazified ones  stjj) 
being printed, Hollanders are show- 
ing intense interest in old copies of 
U. S. publications, with back copies 
of 1939 and earlier eagerly bough: 
and passed from hand-to-hand. 
according to the Netherlands News 
Service. Several popular weeklies 
have been forced out of existence ory 
placed under the “right” editors. 
Few monthly publications survived 
after last autumn. 

ae 


* oe 

Local auto dealers and dealer 
groups are flooding the capital head- 
quarters of the National Automobile 
Dealers Association with telegrams 
and letters showing their concern 
over the possibility that the OPA 
will impose a used car price ceiling. 
A black market in used trucks has 
sprung up since the agency estab- 
lished price tops on truck sales and 
the same thing, warns the NADA. 
may follow a ceiling on used cars. 
Slide rules and formulas won’t work 
when it comes to setting the value 
of a car. 


Six Join AFA 

The following have been elected 
to membership in the Advertising 
Federation of America: Book-of- 
the-Month Club and Arthur Rosen- 
| berg Company, New York; Evinrude 
Motors, Milwaukee; Lane Company, 
Altavista, Va.; Robert E. Clark & 
Associates, Miami; and Purse Com- 
| pany, Chattanooga. 


| 


‘Smith to Moser & Cotins 


Paul C. Smith, formerly with the 
| Research Institute of America, New 
York, has joined the staff of Mose: 
& Cotins, New York. 


ist 


May makes it 


‘Way back in January of 1938, WAPI was broadcasting twice 


as much national spot business as the two other local stations 


combined. And month after month, since then, we've kept that 


record of Birmingham leadership intact. 


During May, 1943, (the 65th 


consecutive month) Birmingham 


national spot quarter-hours were distributed like this: 


Ask Radio Sales why WAPI is this unfailing first 
choice of experienced advertisers. 


WATT BIH 


Represented by Radio Sales: New York, Chicago, 


Los Angeles, St. Louis, San Francisco, Charlotte. 


MINGHAN 


CBS NETWORK 
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NOT A PHENOMENON... 
BUT AN ANSWER* 


1939 
*‘‘Circulation up 74%...now over half a 


‘million... from 22nd to 5th place in advertising revenue 
among general magazines...all in six short years.’’ A phenom- a 


1938 enon? No, a natural. Newsweek was born and grew to a giant at a time :; 


when news became more important to Americans than ever before. It did it by 
giving people something they didn’t have and needed...a news magazine that doesn’t 


fool with the facts. A completely fair and objective handling of news, issues, men... not news 


warmed over but news-significance, news-meaning. It gives them impor- 


tant innovations in journalism...the “Periscope,” forecasting the future 


eek 


rONTFICA 


with 88% accuracy... Postwar Horizons,’ a unique department clarifying 
our world of tomorrow...Signed Opinions by men of authority... 
Lindley on Washington...Admiral Pratt on the “War Front”...Moley 

on National Affairs... Robey on Economics, Finance, Business. It fills a 
need for forward-thinking Americans. That’s the simple reason why 


Newsweek came from scratch to the top in almost nothing flat! 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
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Motor Industry = 
Steps Up Tempo 
of Advertising 


Media Show Good 
Gains; War Effort 
Is Dominant Theme 


(Picture on Page 47) 


Detroit, June 23.—With no new 
automobiles to sell, the motor in- 
dustry has maintained a substantial 
volume of advertising this year and 
is stepping up its linage this sum- 
mer to tell the story of its many 
contributions to the war effort. Ad- 
vertising programs are definitely 
cut from larger patterns than those 
used in °42. 

The first half of 1943 undoubtedly 
will show a considerably larger in- 
crease over the first six months of 
1942 than will a later comparison 
of the entire years. That is because 
of the inordinate slump in the early 
months of last year, when Pearl 
Harbor was still fresh in everyone’s 
mind and there was general con- 
fusion throughout the industry. 

After adjustments were made to 
wartime conditions, some degree of 
planning again became possible and 
the last half of 1942 saw automobile 
advertising again on the upgrade. 
The increase has continued in 1943 
and now virtually every major com- 
pany has some sort of advertising 
program in operation. The volume, 
of course, is not up to peacetime 
levels but names prominent in the 
automotive world are being kept 
before the public in full page ad- 
vertisements in national magazines, 
farm papers and metropolitan news- 
papers, and on the radio networks. 


Outdoor Hardest Hit 


Schedules are irregular but in a 
number of cases programs call for 
monthly insertions. Type of media 
used has undergone considerable 
change. Probably the hardest hit is 
outdoor advertising. Newspapers 
have lost the bulk of their auto- 
mobile linage previously used in 
product advertising, but a fair 
amount of dealer cooperative adver- 
tising is still being employed to 
promote service business. Radio ap- 
pears not to have suffered, and a 
sizeable amount of direct mail is 
still going out to automobile owners, 
emphasizing the need for greater 
care of their automobiles than ever 
so as to maintain essential trans- 
portation. With institutional adver- 
tising the rule, national magazines 
seem to have fared best in the in- 
dustry’s advertising program. 

Advertising of the car makers in 
newspapers plummeted to a rock- 
bottom level last year as peacetime 
production halted and they swung 
over to war work. Total linage in 
52 cities last year, as compiled by 


Media Records, amounted to only 
26,823,244 lines, compared with 56,- 
444,567 lines in prewar 1941. How- 
ever, an upward trend got under 
way in January of this year. Feb- 
ruary brought a slight recession, 
then gains were marked up in 
March and April. Linage in papers | 
of these cities shows the April total | 
18.5% ahead of last year, with the 
advance for the Jan. 1-April 30 
period amounting to 14.7%. April 
linage totaled 2,863,988 —the best 
month since December, 1941. 

Automotive advertising in na-! 
tional magazines for the January- 
May period, according to Publishers’ | 
Information Bureau figures, also has | 
come back strong. The totals, in-! 
cluding January-April weeklies, 
semi-monthly publications, Sunday | 
magazine sections and newspaper 
weeklies, are 460 pages this year | 


117,963—- compared with 260 pages 
during the same °42 period, which 
cost advertisers $1,262,386. Gains 
in pages and space cost amount re- 
spectively to 77% and 68%. 


Farm Papers Use Increases 


Advertising in national and sec- 
tional farm papers, too, is hearten- 
ing. For the January-May period, 
according 


truck advertising, at a cost of $383,- 


| 706, compared to 49 pages last year, | 


which cost $106,178. 


Compared with prewar advertis- | 


ing of the industry, volume is down 
considerably. Individual companies 
prefer not to disclose appropriations 
nor even percentage changes, but 
some of the leading manufacturers 
are running 25% 
peacetime linage. 


to PIB estimates, 140) 
pages were carried on both car and | 


or less of their) 
One of the lead-| 
—with an estimated value of $2,-! ers, however, is practically on a par! Pursuit of the Axis.” 


| with the last peacetime year. Prac- 
tically all have larger programs 
than last year, with one company 
up 50%. In several instances the 
lists of magazines being used for 
current institutional copy have been 
expanded over peacetime levels. In 
these publications full pages’are the 
rule, often in color, and there are 
occasional spreads. 


War Work Dominant Theme 


| Almost invariably the theme of 
current automobile manufacturers’ 
advertising is their achievements in 
war production. Buick Motor Di- 
vision, for example—long famous 
for its slogans—has revamped its 
peacetime watch word to. read 
“When better war goods are built, 
Buick will build them.” One of its 
recent headlines brought this play 
on words: “Life, Liberators and 
Oldsmobile, 


— 
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another General Motors divisi 
has long featured the slogan, “Kee, t! 
‘em Firing.” 

In Ford Motor Company adver: «- if 
ing a huge bomber in the clouds F 
now illustrates the catch phr; e, 
“Watch the Fords Go By.” Citing . 
its war production record, Chrys!e,y 
Corporation, in a current series, 
proudly proclaims, “We Were Wiij]- 
|}ing and Able to Take Tough Jo} 
|Pontiac Motor Division headli;es 
| hail “Tin Fish—from the Sky,” ;e- f 
| ferring to the aircraft torpedoes {he 
company produces. A recent Cadj|- t 
|lac Motor Car Division headlin.— t 
| “Forty Years of ‘Know How’ in [ts I 
| Nose’’—introduced the story of just ( 
|}one phase of the company’s war 
production. Along with its way 
| production record, Chevrolet Moto, 
| Division advertising has featured 
the Victory Service League , 
'dealer-sponsored war activi: y, 
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with Rationing. 
Save all scrap. 
Avoid waste. 
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Managing Editor, The lrom Age 
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whose slogan is “Save the Wheels 
that Serve America.” 

Nash - Kelvinator Corporation, in 
its current series of “Keep America 
Free” ads, departs somewhat from 
the usual war production theme. 
An advertisement headlined “Until 
I Come Back” has set a new com- 
pany high for advertising effective- 
ness, as judged by wartime yard- 
sticks, pulling more requests and 
exciting more favorable comment 
from the public and press than any 
advertisement in the company’s his- 
tory. More than 33,000 reprints of 
the ad have been mailed out by 
Nash - Kelvinator to date and re- 
quests are still coming in. 

“Until I Come Back” was first 
published last fall in a special news- 
paper edition. Public response was 
so great that the advertisement was 
released on a_ nationwide basis. 
Since then, it has appeared in lead- 


| 
|ing newspapers throughout the 
| magazines. Radio programs in- 
| cluded “Until I Come Back” in their | 
'scripts and it was dramatized to| 
help sell war bonds. | 
Success of “Until I Come Back” 
has prompted Nash-Kelvinator to 
key its future advertising to the in- 
stitutional lines embodied in this ad. 
The second of the series, headlined 
“When You Come Back to Me,” 
recording the thoughts of the people 
left on the home front, is currently 
appearing in publications through- 
out the country. 


Patton Adds Duties 


E. L. Patton, advertising manager 
of the glass division, Pittsburgh 
Plate Glass Company, also has been 


appointed sales promotion manager 
of the division. 


| country and in a number of national | Campaign Gives 


Wartime Uses of 
Jewel Shortening 


Chicago, 
Southern housewives 
wartime meals with 
points is the central theme of a 
large-space newspaper campaign 
launched yesterday in 40 Southern 
markets by Swift & Co. to support 
its Jewel shortening. 

Full-page advertisements feature 
eight dishes originated by Martha 
Logan, Swift’s home economist, all 
made from a single pound of Jewel 
shortening. Copy stresses the advice 
of government nutritionists to spend 
at least one-fourth of the family’s 
red stamps for fats. Sample menus 
for a week are given, incorporating 


few ration 


June 22. — Help for) 
in planning | 


|the featured recipes. Shortening 


| and sugar are the only rationed in- | 


gredients in the eight recipes 


week on 51 stations 
theme of eight 


repeat the 
nutritious dishes 


ing and offer the Martha 
recipes through dealers. 

J. Walter Thompson Company is 
the agency. 


Logan 


Boyer Promoted 


Samuel A. Boyer, manager of the 
public relations department of the 
New York, New Haven & Hartford 
Railroad, has been named to the 
additional post of assistant to the 
president, Howard S. Palmer. Mr. 
Boyer who has been with the rail- 
road since 1935, will continue to 
supervise all advertising and pub- 
licity. 
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CHASED A RUMOR AND FOUND 
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T MAY not ordinarily be considered the function of an industrial 
publication to create new developments in methods and processes. 
Yet conscientious, alert reporting and editing can be as powerful an 
influence on industrial progress as the creation itself. So The Iron 
Age takes it as an editorial duty to present its 100,000 readers with 
full news of the latest and best at the earliest possible moment. 
Take the case of electrolytic tin plating, on which The Iron Age 
scored an important scoop last year: 


Until quite recently, virtually all tin plate had been produced by 
hot-dipping . . . a fairly satisfactory method so long as tin was 
relatively inexpensive and available in unlimited quantities. 


But after the Japs took Malaya, primary tin source, plate manu- 
facturers devoted increased attention to a somewhat obscure and 
much-apologized-for continuous electroplating method. 


Rumors flew through the industry, but nothing definite was 
generally known until The Iron Age — recognizing the terrific need 
for an improved and more thrifty tin plating method for the main- 
tenance of military and civilian supply of munitions and canned 
food — went digging for the dope, organized and analyzed it, and 
finally “broke” the story with a complete description of the process. 


Immediately, electrolytic tin plating became common knowledge 
of the industry, and — because of the economies of the method — 
America can now make its tin supply go four times as far as it would 


This is a typical Iron Age first — a “scoop” characteristic of the 
metal-working publication that leads all others in reader interest, 
editorial significance, and advertising volume. The Iron Age is the 
logical place for advertising intended to get news to the industry 
fast . . . to sell new methods, materials, equipment, or supplies . . . 
or to build goodwill and customer preference for a trade name 
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onda ge to your j 
| Liquor rationing is here! 

| Ite purpose is to give every 
drinker fair share of good 
whiskey ..vvRATION It 80 to 


Biend. But look our distilling 
facilities are 100%, on war pro 
duction and our choice pre 
war reserves just weren | bq 
enough to keep up with an 
uncontrolled demand. 

Under the rationing plan 
you will find Carstairs White 
Seal whiskey in every retail 
store. So you can wolk—not 
run to the nearest liquor 
store and get the whiskey of 
your choice 


Seal whiskey 
So accept the challenge to 
your judqmen! and ast tor 
The Pertectty Balanced Blend 
You will find that this prized 
whiskey will stretch theen 
joyment of even a small share. 


| 


We are sorry if you ve occa 
monally had difficulty in get 
ting The Pertectly Balanced 


THE MAN WHO CARES SAYS 


CARSTAIRS White Seal 
Blended Whiskey 


) \ AT ALL STATE STORES 
| | ya . PRICES PINTS" 4 CODE NO Line 
| Ss, 


PIPTHS 2.4) CODE NO. LNB 
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It took fast work for Carstairs Bros. Dis- 
tilling Co., Baltimore, to get this White 
Seal advertisement into Cleveland news- 
papers timed to break with the June | 
announcement of liquor rationing in 
Ohio. The 600-line insertion ran in the 
Cleveland Press and Plain Dealer. Len- 
nen & Mitchell, New York, handles the 
account. 


Bellows Launches 
Drive to Aid 
Liquor Dealers 


New York, June 23.—To help 
keep the nation’s wine and liquor 
dealers in business during the pres- 
ent wartime emergency which has 
drastically reduced supplies, Bellows 
& Co., one of the oldest wine and 
liquor importers and distributors in 
the country, beginning this week 
will use quarter-page copy in news- 
papers and pages in magazines ask- 
ing consumers to “buy for current 
needs only.” 

The text warns that “supplies are 
dwindling, your favorite brands 
may be scarce and hard to get. 
When your dealer suggests that you 
buy only for current needs, he is 
asking you to cooperate with him 
in keeping him in business so that 
he can continue to serve you for 
the duration. Won’t you play ball 
with him in this emergency?” Copy 
also makes an appeal to consumers 
against hoarding on the basis of 
past services performed for them by 
their dealers. 

Albert Frank-Guenther Law, New 
York, is the agency. 


House Organ Editors 
Organize Association 


Editors of house organs in the 
Milwaukee area have organized an 
Industrial Editors Association with 
E. J. Goes, publicity manager, 
Koehring Company, as temporary 
chairman. Glen P. Burns, of the 
same company, is serving as tem- 
porary secretary. Organization com- 
mittees were appointed to develop 
plans for operation, which will be 
presented at a meeting July 8. A 
lelegation from the Chicago Indus- 
‘trial Editors Association attended 
he first meeting to acquaint the 
roup with advantages of such an 
issociation. 
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‘Long Pull’ Value 

To the Editor: Here is an exhibit 
which I believe should dismiss from 
anyone’s mind the thought that 
direct advertising does not deliver 
a “long pull” value. Here is a post- 
card that was part of a mailing 
which Manz sent out in 1904—that’s 
39 years ago. In our mail of April 
14, 1943, we received a response to 
that mailing, proof of which I am 
sending you with this letter. 

I would like to call your attention 
to the General Grant stamp that 
was used on postcards in those days, 
and that a postcard was then called 
a “Message Card” and was also a 
“Postal Card with Paid Reply.” 

The return of this postcard brings 
our percentage of responses to the 
mailing we made in 1904 to a new 
high. 

JOSEPH C. GRIEs, 

Director of creative division, 

Manz Corporation, Chicago. 


i wale 


Hopes Ad Man Has 
Little Treacle to Share 


To the Editor: If Ad Man does 
as he suggests in the June 7 epistle 
of his Diary and distributes “more 
of that treacle to which the readers 
of business papers are accustomed” 
for the future count me out as a 
scrap book collector of his day-to- 
day meditations. 

The reason he has become so well 
read in such a short time is because 
he “irritated some and _ pleased 
others’—and he knows it as well 
as I. 

Those he irritated are the better 
for it because it made them think. 

Treacle is a rationed product up 
here and I hope he too has so little 
to share that we’ll see a continua- 
tion of his homilies along exactly 
the same lines as the last series 
which I, for one, thoroughly en- 
joyed. 

PRATT KUHN, 

Advertising Director, Winnipeg 

Newspaper Union, Toronto, Ont. 
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YPS Composite Soldier 
Brings Flood of Mail 


To the Editor: Rather than start 
an argument with Joe Pauze and 
George Rutledge about the “com- 
posite” soldier in our recent adver- 
tisement (shown in AA June 14), 
we think your readers, if interested 
at all, would be more interested in 
some of the comments that our 
readers have made as follows: 

1. “Numerous business concerns 
have used similar ideas and I think 
nothing more than an attractive ad- 
vertisement as yours clearly shows 
can give us an idea of what vast 
improvements there will be after 
the war.” “However, I am quite 
confused .. .” 

2. “Is that soldier of ‘that brave 
new world of tomorrow’ or of this 
struggling world of today?” 

3. “Your picture ... is not only 
an eye catcher, but is also very 
touching.” “However...” 

4. “You are insulting the intelli- 
gence of the American public, and 


|in fact, 


incidentally of the only Army in the) 
world that never lost a war.” 

5. “Your recent advertisement 

was timely and echoes a thought | 
which is the desire innermost in the 
hearts and minds of the American| 
forces, but hardly ... 

6. “We are grateful for all that} 
goes into making the war effort a 
realized success, but suggest .. .” 
7. “I am in full agreement with 
your advertisement ae 
slight error is completely over- 
shadowed by the thought behind it 
however.” 

8. “My primary purpose in 
drawing this to your attention is 
not merely to criticize your adver- 
tising department, but to show that 
Army officers are very observant in 
the discharge of their duties.” 

9. “If you don’t know any more 
about your business than your ad 
illustrators do about theirs... 

10. “There seems to be a slight 
mistake ...” “The story behind 
the picture is something we are all 
trying hard to make come true as 
soon as possible.” 

ll. “If you want to use officers 
or enlisted men in your advertise- 
ments, please show us as we should 
be shown.” 

12. “But this note is only writ- 
ten in a friendly manner, so don't 
get the old hypertension up above | 
198 and 100.” “We have YPS prod- 


} your and Mr. 


| poster which I 


| well’s people know 
| alone in the battle 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


VINTAGE 
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«Manz Engraving Co. 
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This postcard, part of a 1904 mailing 

sent out by Manz Corp., icago, re- 

ceived in the mail of April 14, 1943, 

proves the long-pull value of direct mail, 
Manz believes. 


ucts in our kitchen. Does that 
smooth the criticism?” 

13. “I hope that I have in a small 
way helped to straighten out this 
issue.” 

14. “The ignorance we would 
see as being born of a disinterested 
attitude toward the armed forces in 
general...” “Each day brings us 
nearer to that brave new world of 
tomorrow, provided the civilian 
army is as interested in our winning 
as we are,” 

15. “Our uniformed sergeant... 
seems to be a bit mixed up...” 
“Anyway, the patriotic appeal is 
there. More power and credit to 
Youngstown Pressed Steel and 
everyone else working on war pro- 
duction.” 

16. “Tsk, Tsk, Tsk, Mullins!” 

There are many more just like 
these with a percentage of about 20 
to 1 of a friendly, constructive 
nature. But there is one little ob- 
servation that we are able to make, 
namely that there is a higher per- 
centage of criticism among first and 
second lieutenants than there is 
among sergeants, corporals, and pri- 
vates, and about the only real sting- 
ing criticisms we have gotten from 
the armed forces come from junior 
officers occupying desk jobs. 
(MEOW!!) 

MARSHALL ADAMS, 

Advertising and Sales Promo- 

tion Manager, Youngstown 

Pressed Steel Division, Mullins 

Mfg. Corporation, Warren, O. 

P. S. The error was discovered 
by my own soldier son before the 
ad was printed, but bull-headedly, 
since all good advertising men have 
gone to war, we decided to let it 
run anyway. 


, vy 
Praises Lumber Article 

To the Editor: Many thanks for 
your letter granting permission for 
us to reprint in our house organ 
your recent article on the lumber 
dealer situation. 

This was a splendid analysis— 
the best that I have seen 


anywhere. 
H. C. Rusu, 
Advertising Manager, E. L. 
Bruce Company, Memphis, 
Tenn. 
’ v 


Dale Nichols Amplifies | 
Fifth Freedom Views | 


To the Editor: In answer to 
Rothermel’s sugges- 
tion that I paint the Fifth Freedom 
suggested to Ben 
Hibbs, editor of The Saturday Eve- 
ning Post, I hasten to point out that 
there are two very good reasons 
why I should not. Number 1 is that 
it isn’t timely to let Norman Rock- 
that they are 
for the Four 
Freedoms. Number 2 is that al- 
though I do illustrate books, I am 
a landscape painter rather than a 
portrait artist and could not do the 
job as perfectly as a man like Diego 
Rivera. Of course, a poster by| 
Rockwell showing just a big busi- 
ness man, a leader in the church, a| 
politician, a publisher and an editor | 
looking sweet and innocent might | 
not harm our war effort. This| 
could bear the inscription, “We too | 
fight for the Four Freedoms.” I| 
know that all men in these positions | 
are not dishonest, but I don’t think 
that they should be slackers, either, 
as the omission from the Satevepost 
four posters implies. 


And to Mr. Rothermel: 


I, too, 
would like to see a relief from red 


barns and blue skies. Two-thirds 
of those appearing are not mine, but 
rank copies. 


And to Copy Cub: I don’t have 
to ask an art director to identify a 
really mercenary illustrator. I al- 
ready know. A mercenary illus- 
trator is one who will produce an 
inferior piece of work for the “ruth- 
less, to-hell-with-posterity type of 
business man who infests our 
midst.” He’s the fellow who says, 
“I batted that one out because I 
wasn’t getting paid enough,” or 
“Yeah, most of my stuff is worth 
three thousand bucks, but I knock 
out ‘pot-boilers’ at fifty bucks per 
to pay the rent,” or “Sure, it’s hon- 
est to make a lousy job for a fellow 
who wants it that way because he 
thinks the public can’t appreciate 


good art. He’s paying for it, ain’t 
he?” 
And Copy Cub, if your crack 


about mercenary artists was subtly 
aimed at me I want it to go on rec- 
ord that I stop at nothing within the 
law to get a chance to do a job of 
designing or painting to the best of 
my ability. But if you can find a 
“pot-boiler” of mine I shall gladly 


eat it, mat, frame and all, without 
' salt or pepper, at any spot you may 


wish to designate. 
DALE NICHOLS, 
Waukegan, II. 
>. = | 

Stops ‘Em with a 
Guinea Pig, He Says 

To the Editor: A lot of advertis- 
ing people talk about guinea pigs 
with reference to prospective users 
of a product, but we, in our short 
advertising history, do not recall 
having seen an actual guinea pig 
reproduced in advertising pages. 

The attached ad is_ primarily 
interesting because of the guinea 
pig and the reader’s attention is 
immediately called to that and then 
to the body copy—or is the word 
copy superfluous? 

W. B. STEWART, 
Lewis Melind Company, Chi- 
cago. 
- et, 


Keeps Up On News, 
Even If Bit Late 


To the Editor: This is the read- 
ingest outfit in the Army and I 
believe that reading the outstanding 
weeklies and newspapers from home, 
backed up by the information from 
ADVERTISING AGE, keeps me pretty 
well informed on the trends of all 
business back there. 

Average delivery time for an 
issue is from five to seven weeks. 
At present the April 12 issue is the 
last I have but probably this week 


STOPPER 


8 


stp 


STATIONERY 
MAE reooucts 
Lad 4004 se 


The reader's attention is attracted im- 
mediately to the guinea pig in this 
Justrite copy, the advertiser declares, 
claiming the first use of an actual pic- 
ture of the creature in an advertisement. 


two or three issues will arrive at 
the same time. 

Capt. EpGAR W. FEHRMAN, 
Advance Map Depot, A. P. O. 
923, c/o Postmaster, San Fran- 
cisco, Cal. 


as 


With the manpower situation growing more critical ... with travel restric- 
tions becoming more severe, many resourceful firms are utilizing as never 
before that great peace time power — salesmanship in print. No one 
knows what the future holds in store for us but it can be said with cer- 
tainty that there will always be printing inks for postage stamps and for 
the paper that carries your timely message. Also, there will be enough ink 
for war bonds, for conservation and salvage campaigns, and for sixty-odd 


other governmental projects. Consult your printer for suggestions now! 


PRINT THE WAY TO VICTORY! 


*& & & K GENERAL PRINTING INK CORPORATION 


NEW YORK, N. Y. 


American Printing Ink Co - Chemical Color & Supply Co - Eagle Printing Ink Co - 


100 


mever 


SIXTH AVENUE, 


General Industrial Finishes - Geo. H. Morrill Co - Rotogravure - Rutherford Machinery Co - Sun Chemical & Color Co - Sigmund Uliman Co - General Printing Ink Corp. of Canada, Ltd 


Export - The Fuchs & Lang Mfg. Co. 
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OUT HERE IN THE 
OMAHA WORLD-HERALD 
AREA WERE CUTTING A 
WIDE SWATH THIS YEAR 


8 


>495,703,000.00 


READ BY 43°% OF THE 426,683 FAMILIES 
IN ALL 93 NEBRASKA COUNTIES—AND 
10 IN lOWA. 


97% coverage of the Omaha metropolitan 
ares. 


20% to 100% coverage in 76 counties of 
the 103. 


DAILY 193,809 
SUNDAY 184,737 
A. B.C. 

6 Months Average Ending 
March 31, 1943 


FARM CASH INCOME 


(1942) 


Omaha World-Herald Market 
Now the Richest Ever! 


Nebraska and Southwestern lowa spending power is at its 
all-time high! Record-breaking farm income (60% over a year 
ago and 55%, above national average) booms business in every 
city, town and village of the whole wide Omaha World-Herald 
area. Omaha bank clearings are DOUBLE that of 20 months 
ago—and still climbing! 

With ONE newspaper you can dominate this rich area. The 
Omaha World-Herald gives you 97°, coverage in the Omaha 
metropolitan area, plus strong coverage of the flourishing 
103-county ''Nebraska-Southwestern-lowa" market. 

Write for late market data. 


Ce 


a Seeman 


One of the Nation's Great Newspapers 


Owners and Operators of Radio Station KOWH 


O'MARA & ORMSBEE, National Representatives: New York - Chicago - Los Angeles - San Francisco 


=" Omaha Corld-Berald -~°°> 
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June 28, 1943 


Murphy to B. H. Grant Friede Named Manager 

Kenneth Friede has been appoint- | 
ed general manager of The Guide| son, N. J., and its affiliate, Dusen- 
Triangle| bery & Strachan, Inc., New York, 
Publications, New York, succeeding | have appointed Michel-Cather, Inc. 
Henry H. Oschay| New York, to handle their advertis- 
ing of marine propulsion and sta- 
tionary plant equipment. 


John Murphy, formerly assistant | 
research director of Pedlar & Ryan, | 
New York, has joined B. H. Grant 
Research Associates, New York, 
commercial and industrial research | 
organization which recently took 


w Accounts for M-C 
Madison Iron Works, Inc., Madi- 


published by 
Harry Hayden. 


has been named comptroller of the 
over the L. M. Clark Surveys. | magazines. 


John Brown was a Baker 


who could sell more bread than he could bake . . . So he saw no 


need to keep his shingle on the door. 


Bill Jones was in the same boat, but he had a different idea. 


FOLKS FORGOT JOHN BROWN ... but not Bill Jones. 
We're interested in the Bill Jones’ of America. We're help- 
ing a few of them in various fields of industry —to {keep 


their shingles—up and shining. 


LAWRENCE C. GUMBINNER ADVERTISING AGENCY 


9 EAST 41ST STREET, NEW YORK 17,N. Y. 


ADVERTISING FOR TODAY—and Tomorrow 
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Shortage of Corn 
Jeopardizes Sales 


of Many Products 


Corn Products Plant 
Closing May Cause 
Promotional Shifts 


New York, June 23.—Unless the 


/government takes some definite ac- 
ition to break the jam which is 


currently blocking the flow of corn 
from the farms to the nation’s corn 
refining mills, not only will the 
highly essential corn refining indus- 
try be affected but also the makers 
of breakfast cereals, industrial alco- 
hol, paper, and the hog-fattening 
industry along the eastern seaboard, 
Morris Sayre, vice-president of Corn 
Products Refining Company, asserted 
here this week. 

Simultaneously, Mr. Sayre an- 
nounced that his company’s mill at 
Pekin, IIll., the world’s largest starch 
manufacturing plant, has _ been 
forced to shut down because it can- 
not get the corn with which to oper- 
ate. He attributed the growing corn 
shortage to ceilings set by the Office 
of Price Administration and pointed 
out that farmers will not sell corn 
at the ceiling price of $1.07 per 
bushel when it is worth $1.35 in a 
hog. 

This situation, if allowed to be- 
come permanent, might be reflected 
in the advertising of Corn Products 
Refining Company, Mr. Sayre told 
ADVERTISING AGE. Pendelton Dudley, 
head of the Corn Industries Re- 
search Foundation, doubted that 


rious refining companies since “the 
situation is so serious we feel that 
Washington will step in and try to 
get the corn flowing again. 


Huge Ad Fund Endangered 


The shortage of corn jeopardizes 
one of the country’s largest adver- 
tising appropriations. In 1942 Corn 
Products Refining Company spent 
more than $1,500,000 advertising 
Dextrose, Karo Syrup, Kre-Mel, 
Linit and Mazola Oil, with more 
than $800,000 going into magazine 
copy, about $500,000 into newspa- 
pers, and $200,000 into chain radio. 

“We have been worrying about 
this catastrophe for a couple of 


| months,” Mr. Sayre said. “Now that 


it has caught up with us the shortage 
will not only affect the corn refining 
industry which uses only 4% or 
about 130,000,000 bushels of the 
3,000,000,000 bushels produced 
yearly, but also the breakfast cereal 
plants. We have advised Chester 
Davis, director of the War Food Ad- 
ministration, that our elevators at 
Pekin are empty, but our corn buy- 
ers, attempting to procure supplies 
at the ceiling prices established by 
OPA, had been wholly unable to 
obtain sufficient corn to keep even 
partial operations going at the 
plant.” 


Uses Are Varied 


Mr. Sayre contended that most 
people only think of corn starch as 
being the basis for pudding or for 
starching a shirt, and while it is true 
that millions of pounds of corn 


there would be an immediate change | 
in the advertising policies of the va-| 


|have not been seriously affected by 


PRODUCT COPY OMITTED 


Mw ITS PEAL SOON Rese UND 
Thror (GHOUT THE Worn! 
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BEVERWYCK BREWERIES,  « 
Av OF WOETORT OF BUTIMO © 5 wae ONDE Ame SHAmPS BHO wLae 


Parallel with its regular commercial copy, 
Beverwyck Breweries, Albany, N. Y., ran 
a series of full-page institutional mes- 
sages in newspapers, of which this is a 
sample. The signature is the sole mark 
of identity, and the response was highly 
favorable. Peck Advertising Agency, 
| New York, handles the account. 


starch do enter these channels of 
consumption, a much greater ton- 
nage goes into the manufacture of 
cotton textiles, explosives, paper and 
box board production and to core 
binders for iron, steel, and alumi- 
num foundries, and so on throughout 
the industry. Without corn starch, 
he said, the production of adhesives 
will be drastically curtailed, and 
most industries require large quan- 
tities of adhesives. 

The other ten companies which 
make up the corn refining industry 
face exactly the same prospect, Mr. 
Sayre,contended. Industry spokes- 
men have pointed out that as part 
of the program to stimulate livestock 
production, high selling prices were 
being promised for hogs, with price 
ceilings placed on corn. Because of 
these conditions, farmers in the corn 
belt area have been placing their 
power behind swine production since 
the marketing of hogs is extremely 
profitable. 

Important users of corn in cereals 
here declared that thus far they 


the shortage of corn, but admitted 
that a long-drawn-out shortage of 
corn for processing might have im- 
portant effects on their business. 
General Foods Corporation told 
ADVERTISING AGE that as yet the in- 
gredients in its line of breakfast 
cereals have not been short, and 
Great Atlantic & Pacific Tea Com- 
pany reported that while it was 
watching the corn situation closely, 
it had thus far encountered no diffi- 
culty in purchasing cereal and other 
corn products, and in keeping its 
shelves well stocked. 


Schoeninger Joins F&M 

John W. Schoeninger, formerl) 
with N. W. Ayer & Son, and with 
John Wanamaker, Philadelphia, has 
joined Fox & McKenzie, Phila- 
delphia agency. 


Names Adams Assistant 


Kraft Cheese Ltd., Montreal, ha 
appointed W. V. Adams, vice-presi- 
dent, as assistant general manage 
of the company. 


Put YourAT in 4.RINGS at Once / 
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GROUP 
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| Write, Phone or Wire Collect for Market Information, Rates, 
| Primary and Secondary Coverage and Merchandising Plans 


HOWARD W. DAVIS 


NATIONAL BANK OF COMMERCE BLDG., SAN ANTONIO, TEXAS 


Four rings combine to give you 
greater primary coverage of the 
rich South Texas area than any || 
other station or group. All 4 
stations with good local pro- 
grams, good merchandising de- 
partments working closely with 


wholesalers and retailers in 
each locality, good local co- 
verage of the entire territory at 
exceedingly low cost to you. 


SOUTH TEXAS’ 
RADIO PACKAGE 
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My name is John Jones... 


1 WORK IN A war plant... “super” of the plating department. I’m 
40, married, have a boy of fourteen, a girl eleven. 


Own my own home, six rooms, slick as a whistle. Do a lot of my 
own repairs . . . specify materials when I use outside workmen. Fact 
is, I even specify lots of stuff down at the shop. 


LET’S SEE... I’ve got a 41 Chevvy—a refrigerator, electric range 
and home laundry for the littke woman—two radios (one that new 
FM) ... a movie camera and projector. 


I’ve fooled around with fluorescent for the kitchen . . . want to 
know more about it. I’m interested in synthetic tires, electronics, 
plastics, family airplanes, and five hundred other coming things. 
Guess it’s just my nature to be bugs about new products. Boy, will 


I be busy when the war ends! 


1 SEE FROM three to five magazines a month, read one regularly . . . 


PoPULAR SCIENCE MONTHLY. Can’t keep score on all the useful 
ideas I’ve gotten from its editorial and ad pages. The gang at the 
plant and the neighbors would know .. . the way I’ve gone to work 
on them with some of my pet projects! 


There are, they tell me, some 700,000 John Joneses like me. We 
have all kinds of jobs . . . presidents to paymasters, bankers to 
building contractors, engineers to electric welders. But what we do 
have in common is... Well, I guess you’d call it a state of mind. 


A kind of mind that’s inquisitive as all get out about new prod- 
ucts, new ideas, new ways of doing things. It makes us try new 


things before most people, buy them first, rave about them to 
our friends. 


THE PEOPLE over at PoPULAR SCIENCE call us “America’s New Sales 
Army.” With all that you have to get ready for after the war, I 
figure we can be pretty helpful to you right now. 


PULIAKLR FOR POSTWAR 


THE NEWS PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 
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“We must be thinking today of the Wage Earners of tomorr 
Member of the Board of Trustees 
“7° Jay C. Horme 9 of the Committee for Economic Development 


i i d services and from our war plants, every man in 
’ have jobs for those who will be coming back from our armed 
as phy himoslf must be planning now to make sure he stays in business and that he perhaps may make a job for a 


’. ’. 
man or two besides himself. If you don’t have a job, you can’t be a customer. If you can’t find a customer, you don’t have a 


job.” 


o 
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—but just how). 
REALLY REAC 


WAGE EARNERS WHITE COLLAR Advertisers must 


! reach Wage Earners 
NOw— 


WHITE COLLAR AGE EARNERS are 
ao DowAns different f th 
TE ifferent from other 
wees paaseen COLLAR S101 MILLIONS — 


INCOME groups... are a close-knit, 
WAGE LARNER 
MAGALINE 


Ad DOLLARS 
$0° 


"Wage earner mogatines just sterteng 


individual segment of 


-_ 


America with their own 


* 
g 


particular viewpoints, hab- 


its, tastes, ways of living. 
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wai <——— — — ee eee 


To really reach them you 


oe 


must understand them. 
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"~eteatal 


Through constant reader 
research, thousands of let- 


WAGE EARNER 


wilt —— 
MAGALIN . , 
A® DOLLARS ters, personal interviews 


WHITE COLLAR 1703 Muciions 


with Wage Earners in their 
own homes, Macfadden 


Editors have kept close to 


RUSSELL Z. ELLER, advertising manager of California Fruit Growers ©*- 
change, and Wm. J. Pringle, vice president of Foote, Cone & Belding, discuss 
their plans for “A Sunkist Orange in every Wage Earner’s Dinner Pail” wit’ 
tree’”’ into their hearts and Joe Dooher, True Story Pacific Coast Manager. 


TODAY’S CONDITIONS : minds, an acceptance and meena ” vn Pee —. ors key reas a ae je 
: AND OUTLOOK SAY ss re loyalty your company and tomorrow) an ecause all Macfadden magazines are close to the age il 


Market, Sunkist will spend more money with the Macfadden Company this yea 


THIS SHOULD BE CHANGED! your product can and must shin: a sleek tiie ta, to Sete. 


win today. 


these families for 24 years 
. can give you an “en- 


be a 


‘ 


Meet the Raymond Willis family of Elmira, N. Y. Mr. Willis works at 


Schweizer Aircraft and is also an Air Raid Warden. Mrs. Willis is a Block 4 


Warden and has been a True Story reader for almost 18 years. 
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*Of the approximately $113,000,000 spent in major magazines in 1942, only*10,000,000 
: were spent in magazines primarily edited to Wage Earner families— Data from P. I. B. 
me Mactadden Millions 
. REALLY REACHES 12 the Wage Earner 
Magazi di lies ! 
agazine reading families: | 
/ OR YEARS advertisers have used newspapers and spot radio to get 
sales... to move merchandise. But for the long pull—to win and MORE RATION BOOKS PER ADVERTISING DOLLAR 7 : 
j hold customers — they have known the value of magazines. : : ae ee 
———— ——— than any of these other leading media! *** a © 
Why? Because magazines have selectivity, ‘‘customer - making” Pe 
: influence on people. The surest, most effective way to influence white THE MACFADDEN MILLIONS, 2204.0 ration books per dollar 
, collar families, for example, is to use those magazines edited specifically SERVICE MAGAZINES . . . . . . « - - 1683.4 ration books per doller 
. for white collar families! WEEKLY MAGAZINES . . . . . . . . . 1584.2 ration books per dollar 
The surest way to influence Wage Earner Families is through GENERAL MONTHLY MAGAZINES . . . . . 1831.6 ration books per dollar 5 
magazines edited specifically for Wage Earners. *** A complete breakdown of the above figures is available upon request. Call or write the nearest Macfadden office. . 
The Macfadden Millions not only gives you the greatest magazine 7 a 


coverage of Wage Earners...it takes you into their hearts and homes. It | r 
talks their language, their problems, their interests. It is the largest single ALL THESE OTHER ADVANTAGES 
x source of magazine-type influence upon them. For 24 years Macfadden -_ 
- has kept its finger on the pulse of these families...has a franchise on ; ; - . ; 
A hed lisk 1. 5,010,000 loyal, ed net paid famil 6. C : ble to radio. 
th their loy alty approa by no other pub yj saan ovata interested net paid families overage comparable to radio 


7. Coverage comparable to local newspapers. 
, r of , _ 2. The largest single slice of the powerful ad ? _— 
No wonder, today, 29% more advertisers are availing themselves 


Bown ; neh . Wage Earner market. 8. Coverage that follows city-by-city payroll 
' of the Macfadden Millions’ ability to take them into the hearts and 3. 16 out of every 100 U. S. families shifts with the largest issue by issue news- 
: P ‘ amili , Fae ; stand volume of any publisher. 

. homes of 5,010,000 Wage Earner families every month. 4. 21 of every 100 urban families. ai = 

= 9. Brand and package identity. 

” **Tentative field surveys (now being checked lation of the Macfadden Millions approaches 5. 24 out of every 100 families in the 97 4 . J 
by America’s largest research organization) twice the figure of § million, 10 thousand markets which account for 65% of retail 10. The friendship of millions of Wage Earner 

dicate a ion é az es average o average ne re ie (as eporter oO Oe . “1: . . 

reach 2% homes per copy sold Sieeounting ts the last us euarters ‘Thus, total fami sales. (All these figures may double** families where Macfadden publications 
duplication, would mean that be netexes- sera ‘nommne through ‘‘pass-on’’). have been welcome friends for 24 years. 


REACHES 1/2 
THE WAGE EARNER 
OS ee ES Me MAGAZINE READING 
1Women’s Group idion —__—— 
nas ae a meee 2 88,550 PER PAGE 
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. report for advanced technical train-| for eight years. Ed Hageman, artist 
Admen in the ing in New York City. /and cartoonist, joined the staff nine 
Jack A. Washburn, formerly with years ago. 
the advertising sales department of| Don Staley, sales representative 
| the Firestone Tire & Rubber Com-| of KPO, San Francisco, has been 
| pany, Akron, O., has been promoted | commissioned an ensign in the naval 
. Peter Larsen, advertising manager | to the rank of first lieutenant. He) reserve, and left June 24 for Quon- 
cago. Mr. Linton formerly operated | .¢ the Imsurance Field, Louisville,| was inducted into service in Jan-| set Point, R. I., for officer’s training. 
his own national representative firm Ky., has been grantea a leave of|uary, 1941, and is leader of an in-| 
from 1934 until 1939, when he sold) ap ance and will report June 28 to|telligence and reconnaissance pla- 
~ and went to South America. He the advanced indoctrination base at| toon stationed at Guadalcanal. Detroit Adcratt Elects 
— po decor nye bomig a> Fort Schuyler, (Bronx) N. Y., as a Parker Holden, president of Hol- Jesse W. Fleck, advertising direc- 
pre aaahenr nA og Me or Pn ml lieutenant (jg) in the naval reserve.|den, Stedman & Moore, Detroit} : y 


Returns to Rep Field 

Ray Linton, for the past two years 
manager of Station KFBI, Wichita, 
Kan., has established Ray Linton & Armed Forces 
: Co., radio representative, with of-| 
+2) fices at 360 N. Michigan Ave., Chi- 


Choose the 
Leader... 


He has been a deck officer in the| agency, has been promoted from a| cies ad tae Adee Chae an 
reserve from 1935 to 1938. _Navy lieutenant to lieutenant-com-| Hetroit. C.D. Blessed president 
| Mr. Larsen joined the publication| mander. He has been ship’s service | Walker & Co was named first whee 
eee ae in 1937 as head of the company’s| officer in the Panama Canal Zone | president; E. A. Schirmer. Detroit 
((( advertisers’ service bureau in the| for ae on 2 ol —. is won manager, Crowell-Collier Publish- 
home office, and last year trans-| awaiting transfer to another post]; ; ; se 
THE MAGAZINE ferred his headquarters to the com-| for duty in personnel and ofhicer | Soto: Bea a beadeh vies ooectdean 
pany’s eastern offices in New York| training. | in charge of sales. Borden’s Farm 
MOST WANTED City, continuing as head of the; Frank K. Caspers, copywriter with | Products Company of Michigan 
bureau and also servicing the com-/| N. W. Ayer & Son, Philadelphia, has ‘treasurer, and Harold Hastings re- 
BY BUSINESS LEADERS... pany’s eastern territory. | left to join the overseas division of appointed secretary-manager . 
J. Campbell McCague, for the past | the Office of War Information. He | : 
| two years with the a. office of a be stationed ~4 London. ‘ 
| the Southern Company Ltd., news- copywriter and an artist from . . 
~ | paper division, has joined the Cana- | the advertising staff of the American Art Director Appointed 
dian active service forces. | Rolling Mill Company, Middletown,;| Maurice Mayer, formerly a free 
Orville Goerger, copywriter with|O., were called to the colors this| lance artist, has been appointed art 


¥* 


has been commissioned a lieutenant|of the company’s merchandising; San Francisco, succeeding Ray 
(jg) in the naval reserve and will! papers, has been an Armco employe | Bethers, now a Navy lieutenant. 


Commercial Letter, Inc., St. Louis,|) month. W. B. Nixon, editor of two! director of Foote, Cone & Belding, | 


— 


American Home 
Products Buys 
Bartos Company 


New York, June 23.—The third 
step in a long range expansion pr»- 
gram was taken here this week 
when Alvin G. Brush, chairman of 
American Home Products Corpora- 
tion, manufacturer of drugs, foods 
and household products, announced 
an expansion in the field of bio- 
logical products through the affilia- 
tion of E. E. Bartos, Inc., Locust 
Valley, N. Y., with Reichel Labora- 
tories, American Home subsidiary 

The Bartos company manufac- 
tures and distributes a compact kit 
for doctors, used in determining 
protein allergies through intracy- 
taneous injections. Manufacture of 
these products will be transferred to 
the Reichel Laboratories, Kimber- 
ton, Pa., and will be directed by Dr. 
John Reichel, head of the laboratory 
bearing his name. Elmer E. Bartos, 
|founder of the Bartos system, will 
| join the Reichel sales staff, assisting 
in a nationwide selling program ‘to 
| the medical profession. 


On March 1 of this year, Ameri- 


EW YORK is the center of 

America’s largest industry—larg- 
est in scope, in productivity, in man- 
power, in influence. It is an industry 
many times larger than any of the others 
which have made this country great— 
such as railroads, steel, automobiles. 
That industry, in war or in peace, re- 
flects the pattern of the economy of the 
entire nation. Currently, along with the 
United States as a whole, it is booming. 


This giant that dwarfs the industries 
we have come to know as our greatest 
is Business Management. It is a part of 
all industry, of course, but it is also a 
single unit with workers who can be 
clearly defined: draughtsman to de- 
signer, bookkeeper to comptroller, of- 
fice boy to president. Their duties are 
as distinct as any iron puddler’s or weld- 
er’s, but their workshops take the shape 
of skyscraper office buildings rather 
than mills or factories. 


Asa group, the 10,000,000 people en- 
gaged in business management form a 
huge segment of the working population 
of the country—greater than the work- 
ers in the seventeen largest manufac- 
turing industries combined. In the New 
York market, 1,600,000 people, or one 
in every three workers, are engaged in 


NEW YORK—THE CAPITAI 


business management. This is more 


than the total number of workers in a// 
the manufacturing industries combined. 
Yet, inthe last Censusof Manufactures, 
New York led all cities of the country 
in value of manufactured products. 


Why is business management so impor- 
tant in the American scheme of things? 
Because : 


(1 )—Business found centralized plan- 
ning and control more efficient, more 
economical and more productive of 
goods and profits than diversified 
methods. 


(2)—American citizens found that 
centralized business management of- 
fered them better merchandise at lower 
prices, and incidentally gave them the 
means of achieving the highest stand- 
ard of living the world has ever known. 


(3)—The Government has found 
that centralized business management 
made it possible to do a phenomenal 
production job. Without the tremen- 
dous size and resources of American 


business, without its great experimental 


laboratories, without the speed of mass 
production, America would not have 
been able to turn the tide of the war in 
a single year. 


New York’s office building workshops 
send no banners of smoke across the 
skies as evidence of their activity, but on 
thousands of floors in hundreds of sky- 
scrapers, men and women are putting 
every ounce of effort into the tremen- 
dously important job of administrating 
and planning America’s war produc- 
tion. Their work, no less than that of 
their brothers and sisters on the pro- 
duction lines, is responsible for Ameri- 
ca’s miracle of production. 


In war or in peace, New York is the 
core of national industry. Now, New 
York is going full speed ahead with the 
business of war. When peace comes, 
this city is destined to an even greater 
future as the focal point of the business 
and industry of the world. Its pros- 
perity and its progress will eclipse any- 
thing it has known in the past. 


Herald <akte Tribune 


OF BUSINESS AND INDUSTRIAL MANAGEMENT 


|can Home Products acquired Ayerst, 
|McKenna & Harrison Ltd., leading 
| Canadian producer of biological and 
| pharmaceutical products, and _ its 
| American affiliate. Last month the 
| corporation purchased the G. Wash- 
|ington Coffee Refining Company, 
| maker of instant coffee. 


Standard Brands Names 
District Managers 


| Standard Brands, New York, has 
| appointed five district managers in 
various areas throughout the coun- 
| try, effective July 1. M. J. Folens- 
| bee will cover the eastern territory, 
| with headquarters in New York. 

The southeastern section will be 
headed by T. L. Lawson, operating 
from Atlanta; J. L. Greenbaum will 
be in charge of the central region 
from Chicago; C. W. Duke will 
cover the southwestern region with 
headquarters in St. Louis; and San 
Francisco will be the headquarters 
for the Pacific Coast, with H. R. 
Wasserman in charge. 


BALTIMORE'S BLUE 
NETWORK 


5 mi : 3 ‘, r = 
George H. Roeder, Gen. Manager 


_ SPOT SALES, INC; 
New York - Chicago - San Francisco 
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Ts Anybody Left in 
TEXAS? 


— King George VI 


The King of England recently stopped to pass the time o' day with an 
American soldier in London. When the boy told him he was from Texas 
the King said, ““So many of you American lads seem to be from Texas! 
Is anybody left in Texas?” 


The Dallas area, Your Majesty will recall, And Dallas! That “lovely Athens of the 
is the world’s greatest oil producing territory. alfalfa fields... where civilization has made its 
A rich farming and livestock region. A major greatest strides,’’ as one famous writer has put 
center of wholesale trade. And now — it. Dallas is setting the pace of the new progress. 
one of America’s military and war-industry 
areas. The same writer (as well as many others) 


also says, “The thing that makes it Dallas is its 
definitely patrician and intelligent quotidian, 


People are pouring into Dallas and Texas The Dallas News.” 
army and navy men, war workers and their 
families. New people, bringing vast new po- We hope you can come to Texas after the 
tentialities. Literally and figuratively, Texas war, Your Majesty. Everybody else is plan- 
today is on the march. ning to. 


waterae” he Dallas Morning News ers 
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Jergens Takes 
Full Blue for 
Walter Winchell 


New York, June 23. — Andrew 
Jergens Company, sponsor of “Jer- 
gens Journal with Walter Winchell” 
on 69 stations of the Blue Network 
and 48 stations of NBC, has con- 
tracted to air the news program 
exclusively over the complete Blue 
Network of 149 stations, effective 
July 18, thus exceeding by 32 sta- 
tions the total number of combined 


/ 
| 
+ 


LARGEST AUDIENCE 
in the Business Field 
(387,226, all net paid) 


Blue and NBC outlets presently 
carrying the program, heard Sun- 
days from 9 to 9:15 p.m., EWT. 

For Woodbury soap, Jergens will 
expand the “Chamber Music So- 
ciety of Lower Basin Street” from 
a 15-minute to a half-hour program 
on the complete Blue Network of 
149 stations, beginning July 18. 
“Basin Street” is currently heard 
Sundays from 9:15 to 9:30 p.m., 
EWT, on 120 stations. Lennen & 
Mitchell handles the Jergens ac- 
count. 


Carter Moves Fidler 


As part of a Sunday night pro- 
gram shuffle on the Blue Network, 
Carter Products will move “Jimmy 
Fidler From Hollywood” to the 15- 
minute period starting at 9:45 p. m., 
EWT, effective July 18. Fidler, 
heard in behalf of Arrid, is cur- 
rently aired at 9:30 p. m., EWT, the 
period which Jergens will take over 
when it expands “Basin Street” to 
a half hour show. Fidler will be 
heard on the same 77-station Blue 
Network. Small & Seiffer is the 
agency. 

Adam Hat Company has signed 
with the Blue Network for a new 
program, to be heard Fridays from 
8 to 8:15 p. m., EWT, over 134 Blue 
outlets, effective Sept. 17. For many 
years closely identified with broad- 
casts of boxing bouts, Adarg’s has 
taken the new show because virtu- 
ally all first-rate pugilists are in the 
armed services. The nature of the 
new program has not been deter- 


é 
/mined. Glicksman Advertising Com- 


pany handles the account. 
Wheeling Steel Expands 


Wheeling Steel Company will re- 
turn the “Musical Steelmakers” to 
the Blue Network for its third sea- 
son beginning Sept. 26, after a sum- 
mer vacation. The program will be 
heard Sundays from 5:30 to 6 p. m., 
EWT, over an increased network of 
92 stations, the current network be- 
ing 78. Critchfield & Co., Chicago, 
handles the account. 


Larus Expands on WJZ 


Larus Brothers will take its first 
5-minute program for Chelsea 
cigarets and Edgeworth tobacco on 
WJZ, New York, beginning June 28. 
Larus’ radio advertising heretofore 
has been limited to one-minute spot 
announcements. Entitled ‘Chelsea’s 
Band of the Week,” the program 
will be heard Mondays through 
Fridays at 6:40 p. m., EWT, for 52 
weeks. Warwick & Legler, New 
York, is the agency. 


Sustainers Planned 


Programs dealing with problems 
of wartime living and slanted to 
capture human backgrounds of men 
and women on the battle front and 
the home front, will be featured as 
summer fare by NBC as replace- 
ments for commercially sponsored 
programs which are taking vaca- 
tions. 

“The Great Gildersleeve,” heard 


toward life again. 


The ‘chute that floats them down so accurately 
isn’t silk, or nylon, or rayon. It’s paper. 


It's paper made resilient enough to withstand - 
the sharp impact of opening at plane speed. 


It's paper made with a high wet-strength to re- 


sist rain and fog. 


It's paper made from a special stock so strong 
that only one and a half pounds of it will safely 
lower 25 pounds of lifesaving essentials. 


There they are — food, water, medicines — the 
indispensable aids that turn the balance back 


Making a thousand miles of paper a day, as we 
do, we are in a position to observe the upward 
swing of paper, to watch new needs for paper 


arise, to see new uses for paper appear. 


It's paper so skillfully folded and designed that 


the ‘chute opens in from one to three seconds 


after release. 


But this is just one of the thousands of roles, 
major and minor, that paper is playing in this 


war. 


From the “Daily Dope Sheet” of a naval station 
to the laminated paper guard ring on a big 
bomb, paper is working overtime and all the 
time. At Oxford we know that hundreds more 
new jobs for paper are just over the horizon. 


We do not make paper parachutes. Our spe- 


cialty is the manufacture of fine printing paper, 


but we are also vitally interested in the develop- 
ment of moisture-, vapor- and grease-proof 
papers. We are conducting research in high- 


wet strength papers, in laminated and heat seal- 


help paper to 


ing papers and other developments that will 


help win this war. 


In the meantime, Oxford merchants and Oxford 
salesmen are at your service with quality papers 
for many uses. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17, N. Y. 


Mills at Rumford, Maine & West Carrollton, Ohio 
Western Sales Office: 35 E. Wacker Drive, Chicago, Illinois 


Sundays from 6:30 to 7 p. m., EWT, 
will be replaced with a dramatic 
program, “Men at Sea,” from July 
4 to Aug. 22. Featuring servicemen 
as stars, “Music in the Air” will 
replace the “Aldrich Family,” July 
9 to 29, heard on Thursdays from 
8:30 to 9 p. m., EWT. “March of 
Time,” heard Thursdays from 10:30 
to 11 p. m., EWT, will be off the 
air from July 8 to Aug. 12, during 
which time a musical and variety 
show will be heard, originating from 
Chicago. Each program will in- 
clude a 15-minute talk by a promi- 
nent speaker. 

“Words at War” will replace 
“Maxwell House Coffee Time” 
Thursdays, 8 to 8:30 p. m., EWT, 
from June 24 to Aug. 26. “Abie’s 
Irish Rose” will be replaced by 
“Sundown Serenade,” Hollywood 
variety show, from July 3 to Aug. 
28, 8 to 8:30 p. m., EWT. “The NBC 
String Quartet” will fill in for 
“What’s My Name?” Sundays from 
10:30 to 11 p. m., EWT, July 4 to 
Sept. 12. 

All replacements are sustaining 
programs of NBC. 


Schutter Renews 


Schutter Candy Company, Chi- 
cago, has signed for its second re- 
newal of “Colonel Stoopnagle’s 
Stooperoos” on CBS, effective July 
11. The comedy quiz show is car- 
ried by 41 CBS stations Sunday 
afternoons from 1:45 to 2 p. m., 
EWT. Roche, Williams & Cunnyng- 


ham is the agency. 
Servel Expands on CBS 


Servel, Inc., will add six stations 
|comprising CBS’ Florida group to its 
'“Fashions in Rations” program, ef- 
‘fective July 3, bringing to 74 the 
jnumber of outlets carrying the 
ishow, which is heard Saturdays 
| from 11:30 to 12 noon, EWT. Bat- 
ten, Barton, Durstine & Osborn 
handles the account. 


| P&G to Use “Hot Copy” 


NBC has selected “Hot Copy,” the 
story of “Anne Rogers,” syndicated 
newspaper columnist, as the sus- 
taining program to replace Procter 
& Gamble’s popular “Truth or Con- 
| sequences,” which bows out—until 
|fall—July 26. The new program 
will take the air Aug. 28, with NBC 
filling in during the interval. Comp- 
ton Advertising, New York, is the 
agency. 
| The company will also replace 
“Lone Journey” with “Hollywood 
Theater of the Air,” beginning Mon- 
day, June 28, 10:45 to 11 a. m.,, 
EWT. The replacement will be 
heard Mondays through Fridays 
|}over 51 NBC stations. Blackett- 
|Sample-Hummert is the agency. 


S-B Takes “Open Door” 


Standard Brands will sponsor a 
new daytime drama, “The Open 
Door,” on the full NBC network, 
effective June 21. The show will be 
heard Mondays through Fridays 
i\from 10:15 to 10:30 a.m., EWT, re- 
placing “The O’Neills.” Ted Bates, 
Inc., New York, is the agency. 


Time, Inc., Renews 


Time, Inc., has renewed “March 
of Time” over 51 NBC stations, 
effective July 8 for 52 weeks. Aired 
over the NBC network since July 
9, 1942, the program will take a 
summer interval from July 6 to 
| Aug. 12. Young & Rubicam is the 
agency. 
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BONDS FIRST 


~ 


Colin P. Kelly didn 
have to do it! 


ee et Kecenge Hemme cont Gente at 
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Blauner’s 


Despite a goodly assortment of consumer 
merchandise on its counters, Blauner's 
Philadelphia apparel store, has been 
using large space insertions advocating 
purchase of war bonds and stamps. First 
advertisement in a series of ten ap. 
peared in April newspapers, with the 
last scheduled to appear July 4. Frank 
Irving Fletcher of New York wrote the 


copy. 


Liquor Rationing Urged 
by Pennsylvania Group 


A system of liquor rationing was 
recommended last week in a survey 
made public by the Pennsylvani. 
Alcoholic Beverage Study, In 
Laurence H. Eldredge, Philadelphia 
hea of the non-profit group, 
claimed that the unofficial action of 
state liquor store managers in re- 
Stricting sales to licensees and indi- 
viduals is subject to evasion and 
abuses, and that recent Liquor Con- 
trol Board regulations forbidding 
licensee “stooges” to travel from 
store to store does not dispense with 
the need for rationing. 

Stating that the board has power: 
to insure equitable sales in time of 
shortage, the group urges that some 
method be devised immediately s 
that private and commercial pur- 
chasers of bottled liquor be per- 
mitted to use ration books. 


Burgess Heads Ad Council 


J. A. Burgess, industrial adver- 
tising department, Gulf Of] Cor- 
poration, has been elected president, 
Industrial Advertising Council of 
Pittsburgh, succeeding C. E. Her- 
ington, sales director, Mehanite 
Research Institute of America. F. L. 
Gemmer, Aluminum Company oi 
America, was named vice-president. 


Introduces New Cigar 


Penn State Cigar Company, Phil- 
adelphia, is using business papers 
to introduce its new brand of five 
cent cigar, Wedgewood, to the trade. 
The cigars are packed in cardboard 
boxes bearing a simulated Wedge- 
wood pattern. National consumer 
advertising will soon be used. Philip 
Klein Advertising Agency, Phila- 
delphia, handles the account. 
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there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers. 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


CHICAGO'S MORNING TRUTHpcp®’ 


Tur Braxnam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City 
Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 
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Blue Network 
Issues Review 
of Its Growth 


New York, June 23.—Calling at- 
tention to the initiative shown by 
its organization in developing war- 
time techniques for advertisers fac- 
ing war problems, the Blue Network 
has released a booklet setting forth 
in graphic detail its 16 months of 
independent operation. 

Entitled “The Blue Network To- 
day,” the booklet presents a factual, 
chapter-by-chapter presentation of 
the Blue’s broadcasting service to 
the people and as an advertising me- 
jium, documented in simple, matter- 
f-fact terms to give network em- 
ployes a deeper insight into “what 
were working for.” 

In addition to placing the booklet 
in the hands of every Blue Network 
employe, about 3,500 advertisers and 
agencies have also received the 
brochure. At dinners given to 
groups of the network’s employes, 
Edgar Kobak, executive vice-presi- 
dent, has related the Blue’s history. 
The booklet, written by Jesse 
Thompson, of the sales promotion 
jepartment, outlines the informal 
talks given by Mr. Kobak, along 
with other pertinent data. 

After describing the background 
of the Blue, the presentation goes 
into all phases of the network’s op- 
eration and is broken down into six 
chapters, as follows: 

1—Expansion of the network by 
the addition of 35 new stations and 
more than a million radio homes to 
its coverage. 

2—Programs, “abreast of and even 
inticipating the public’s needs and 
tastes.” 

3—Cooperation with the govern- 
nent through war-service programs. 

4—Increasing advertiser accept- 
ance reflected in the signing of 24 
new coast-to-coast advertisers. 

5—Increased revenues and finan- 


Your Product Responsibility 
(0 war-rationed Consumers 


Mistakes are costly to 
the war effort and to 
your Goodwill permanently 


_ CANISTERS 
CARTONS 
BOTTLES 


DUTSERTS on your Contain- 
Ss show the Consumer... 


How to Conserve 
How to Extend 
How to Substitute 


with YOUR PRODUCTS 


No Waste No Distribution Cost 


“Know How” Consumers today 
will be the backlog of your 
Post-war BRAND recovery 


Write for Sample Kit "Y" 


= Nand or Machine Applied OUTSERTS. 11 West 42-4 St 
Weta =comroestes. SEW YORK, H.¥ 


cial showing much more favorable 
than the original estimate. 

6—Operation and success of the 
network’s three owned and managed 
stations. 


Kirkpatrick Adds Duties; 
Metcalf Appointed 


Walter A. Kirkpatrick, manager 
of advertising and sales promotion 
of Wilkening Mfg. Company, Phila- 
delphia and Scranton, Pa., has been 
appointed public relations manager. 
He will continue to supervise the 
company’s advertising and _ sales 
promotion, and in addition will be 
responsible for all phases of public 
and employe relations. 

Maxham Metcalf, with the com- 
pany’s advertising department, has 
been appointed assistant sales pro- 
motion manager. 


Barricini Copy 
Urges Consumers 
to Buy Less Candy 


New York, June 22.—Unable to 
satisfy the unprecedented demands 
of candy-loving Americans, Barri- 
cini Candy Shops, located in Man- 
hattan, Brooklyn and Long Island, 
has been using 210-line advertise- 
ments in the Herald Tribune, Times 
and World - Telegram, urging con- 
sumers to buy less candy. 

Using a reprint of an article by 
Ernie Pyle, World- Telegram war 
correspondent, written at the Tu- 
nisian front and headed “Yanks 
Fight on Candy,” the advertisement 
quoted: “When our infantry goes 


| 


into a big push in northern Tunisia 
each man gets three bars of D- 
ration chocolate, enough to last one 
day. He takes no other food.” 

Copy then emphasized “This is 
why we say ... buy less candy.” 
Harassed by a combination of short- 
ages of labor and ingredients for 
making its own candies, Barricini 
has discontinued several of its stores 
and reduced working hours. At 
times, purchases are restricted to 
one pound per customer, and fol- 
lowing such events as Mother’s Day, 
St. Valentine’s Day, etc., all stores 
are closed the next day to permit 
replenishing of stocks. In addition, 
outlets are closed on Sundays, here- 
tofore counted on for a substantial 
amount of candy sales. Central Ad- 
vertising Service, New York, han- 
dles the account. 


‘News in Advertising’ 
Is New KPO Program 
Station KPO, San Francisco, has 
launched a new weekly program, 
“News in Advertising,” which will 
be broadcast Sundays at 8:45 a. m., 
PWT. The program is made up of 
quotations of news in advertising, 
as it appears in magazines and 
newspapers and on the radio. 
The program was originated by 


John W. Elwood, KPO general man- 
ager. 


Effective, Economical Way to Reach 
OFFICIAL WASHINGTON 


We maintain a list of 1,855 selected names—Exec. 
Office of President. Cabinet, Senate, House, Adm. 
Personnel of 32 War Agencies, officials of FEC, 
TVA, FTC, and 11 others. We will address and 
mail your ready-to-mail circulars or envelopes to 
list for only $30 plus postage. Ask about list of 
6,000 Bethesda-Chevy Chase Homes, Write Bethesds 
Journal, Bethesda, Md. 


THE N 


ATION’S 


WHEN you Buy radio time, take a tip from the Army. 
Make sure you are buying not only fire power but 
also the means to direct it. Those big guns are more 
than just barrel and breech; about 3, of those babies 
is directing mechanism. The gun would be useless if 
they couldn’t call the range, aim, and fire. . . on target. 

When you buy radio time on the Pacific Coast, 
make sure you choose the only network that can aim 
at and hit all the markets. Buy the only network with 
enough stations to direct your message to all the radio 


Tuomas S. Lee, President 


Lewis ALLEN Weiss, Vice-Pres., General Mar. 


5515 Merrose Ave., HoLtywoon, Catir. 


REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 


GREATE 


FIREPOWER...DIRECTED 


homes. Many markets out here cannot be successfully 


covered by long-range broadcasting because of the 


surrounding high mountains. More than 9 out of every 


10 radio families on the Pacific Coast live within 25 


miles of a Don Lee station. Advertisers can blast away 


on target ...everytime. 


If your advertising message is important enough for 


all the radio families on the Pacific Coast to hear, use 


the only network with enough stations to do the job... 


Don Lee. 


T REGIONAL 


NET WOR K 
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50% of All City 
Dwellers Have 
Victory Gardens 


New York, June 23.—More than 
half of the nation’s urban popula- 
tion, a total of more than 10,000,000 
families, made plans this year to 
plant Victory gardens to enlarge 
the country’s food supply, the War 
Advertising Council reports in 
releasing results of the second an- 
nual survey on the subject con- 
ducted by the Psychological Cor- 
poration. 

Ten thousand interviews in 50 
urban centers disclosed that 53% of 
city families had started or were 
planning to start gardens by the 
first week in May. Of this number, 
34% were joining the ranks of home 
food growers for the first time, 
while the remaining 19% were con- 
tinuing or enlarging old gardens. 

The degree to which the wartime 


for figures showing that the 
TOOL & DIE JOURNAL pub- 
lishes a far higher ratio of 
editorial pages than any 
ether magazine in its field. 
Address: 2462 Fairmount 
Blvd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


|food situation has impressed itself | 


|on the people was reflected in a 
|comparison between the latest sur- 


|vey and one made last year. In| 
1942 only 29% of urban fami- | 


May, 
|lies had plans for Victory Gardens. 
|Of this total, 21% were new gar- 
deners and 8% old. 

Nearly half the families that said 
they would raise their own vege- 
tables last year either failed to do 
so or were unsuccessful. This year, 
however, in the face of more crit- 
ical food problems, it is likely that 
at least two-thirds will carry 
through their plans. If this ratio 
proves accurate, 8,066,000 city fami- 
lies will enjoy the fruits of their 
garden labors, compared with an 


1942, and 1,505,000 city families in 
1941. 


South leads all other sections in 
urban vegetable gardening, with 
69.1% of city families enrolled. In 
second place was the Pacific coast, 
with 67.1%. 
ported 55.6% 


the East, 44.1%. 


Hooper Report Lists 
‘First 15’ for June 


gram ratings report shows Bob 
Hope again topping the list of “First 
15” with Fibber McGee and Molly 


third. 


Walter Winchell, Mr. District At- 
torney, Screen Guild Players, Al- 
drich Family, Take It or Leave It, 
Frank Morgan-Fanny Brice, Paul 
Whiteman Presents, Great Gilder- 


lee, Fred Allen and Blondie. 


cast after 10:30 p. m., EWT, not 
measured in the eastern time zone. 


Klingensmith Named 


H. M. Klingensmith Company, 
Canton, O., agency, has been ap- 
pointed to handle the accounts of 
Cold Metal Products Company, 


Youngstown, O., and Canton Stoker 


Corporation. 


gaged in vegetable gardening, and | 


Others in the following order are: | 


estimated 3,606,000 city families in | 


The investigation showed that the | 


The central area re-| 
of city families en- | 


The June 15 Hooper national pro- | 


i 


placing second, and Radio Theater | 


| 
} 


sleeve, Burns and Allen, Rudy Val- | 
Red | 


| 


Skelton leads the programs broad- | 


= 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


June 14. In the old days an advertising 
agent could count on a good many perqui- 
sites from publishers—sets of books, boxes 
of oranges, and whatnot at Christmas. 
But as the business became more aseptic 
this custom, unhappily, fell into disfavor. 
I am reminded of it by the receipt of a 
very handsome, and very much appre- 
ciated, book of ‘dog stories from a reader 
of this Diary; and by the gift of three 
pamphlets of homespun philosophy which 
another has published. Such generosity 
should be encouraged! Anybody got any 
meat stamps to spare? 


June 15. A client of mine has begun to 
supply all his employes with a daily dose 
of vitamin tablets—a respectable item of 
increased cost of doing business. If ever 
there was an illustration of the power of 
pure faith this vitamin business is it. 
While there is plenty of scientific evidence 
of specific results from vitamin intake, few 
normal individuals ever see it in their own 
experience. Probably this client will never 
see it, either, in traceable increased pro- 
ductiveness or decreased absenteeism. But 
he “believes” it is a “good thing.” How- 
ever, about 15% of his employes apparently 
“believe” he is only trying to “speed them 
up,” so they will have none of it. 


June 16. Finished reading a book on 
land resources, put out by three men at 
one of our state universities. It is an 
excellent scientific report, but because the 
subject involves hot political and racial 
conflicts in that particular state, I could see 
all through it where the authors had pulled 
their punches. Our state universities have 
become great institutions, and many of 
them do as fine research in pure science as 
is being done. But it is doubtful whether 
there will ever be in them, or in any gov- 
ernment institution, as complete academic 
freedom as the endowed universities pro- 
vide. Here is one of the dangers in a taxa- 
tion policy which destroys at its source the 


great accumulations of private wealth. 
, * | e 


* June 17. We are, I believe, the country 


which spends on education more per 
MORE THAN 


matter of every kind. And yet we have an 
odd sort of reluctance to admit our belief 
in learning. So we invented such phrases 
as “high brow” and “five dollar words” 
to cry down any pretensions to intellectual 
activity; and most of us go about very 
carefully guarding ourselves against any 
such damaging charge. 


June 18. Postwar planning may be get- 
ting to be a subject like Mark Twain’s 
weather. It is easy to talk about it and 
hard to do anything about it, especially in 
the field of marketing. It is also easy to 
feel that something has been done about it 
when a vice-president or a committee in 
charge of postwar planning has _ been 
appointed. In trying to come to grips with 
the subject in my business I have found 
I could get some help from “Markets After 
the War,” issued by the Department of 
Commerce. 


June 19. Visited with a country neigh- 
bor, a lorn widow lady, who runs the 
exchange for our rural telephone line. She 
gets a house and $40 a month for her job, 
so statistically she is among the under- 
privileged. But her wants are simple, and 
by frugal management she keeps well and 
happy on this income. And with her radio, 
the Reader’s Digest, and all those telephone 
conversations, I find that she always has 
more to tell me than I her. 


June 20. Running over my library, I 
was reminded of a day, many years ago, 
when a solicitor on the old Christian 
Herald, Arthur Acheson, astonished me by 
the presentation of a book he had written, 
called “Dark Lady of the Sonnets.” I then 
discovered that, in his spare time, he had 
made himself one of the leading Shakes- 
pearean scholars of the day—a fact which 
was recognized when George Bernard 
Shaw quoted him in one of his prefaces. 
But this scholarly pursuit only increased 
Arthur’s humanness. Calling one day on 
a tough advertiser in my bailiwick, he was 
told: “Hell, I wouldn’t use your paper: 
your people are too religious.” To which 
Arthur succinctly replied: “Listen, mister, 
we're not so G— d—d religious!” 


— 


Survey Shows Gilt 
Preterences of 
Those in Services 


New York, June 23.—Small, prac- 
tical gifts “to wear, taste and use” 
are favorites with men and women 
in all branches of the services, 


York, 


capita than any other in the world. We 


certainly buy the most books and reading 
NET PAID 
_ Meyer Both Reports, research divi- 


z * 

’ _ |sion of Meyer Both Company, in 
| * * * * * conjunction with Servicemen’s | 

INDIANA Service, a voluntary organization 

sponsored by the Navy League. | 


Shulton, Inc., 


magazine, 


the company, 
organ. 


Jewett Joins Weintraub 


Kennon Jewett, formerly with J. 
Walter Thompson Company, 


William H. Weintraub & Co., 
in an executive capacity. 


Issues House Organ 
New 


New 
peu mail will be used. 


ieee Adds Three 


The Des 


York, has | 
”*\ and the East Oregonian, 


Bureau of Advertising, 


Names Erland Agency 


Champion Gauge Company, Ne 
New | York, has appointed Erland Adver- 
York, has joined the copy staff of | | tising Agency, New York, to handle 
its advertising. Business papers an 


Moines Register an¢ 
| according to a survey conducted by | begun publication of a company | Tribune, Daily News, Norfolk, Ne! 
“The Shulton Magazine. 
Miriam Gibson, publicity director of | Ore., 
will edit the house | 


Pend! et 
have become members of 


America 


Newspaper Publishers Associatio! 


The study was conducted in order 
to make available to stores and the 
f general buying public information | 
as to the most wanted gift items. | 
| Although the survey included two 
separate lists for men and women 
in both enlisted and officer per- 
sonnel, many of the items were pre- 
ferred equally by either sex. Wrist 
watches, pen and pencil sets, sta- 
tionery and writing equipment, 
cigarets, slippers and moccasins 
ranked high on both lists. 
Candy, identification bracelets, 
clothes brushes, hangers and fur- 
lough bags were other popular items 


The Largest Circulation in North- 
ern Indiana and Southern Michigan. 


The Largest Circulation between 
Indianapolis and Grand Rapids. 


The Largest Circulation in a major 
war production market the South Bend area 
purchasing power is high. 


where 


The effective for this area in 1942, 
according to latest figures available, was $ 105.801.000. 
The people in this ‘South Bend market 


buying income 


popule ition 


“THE LENMORE PRESS 


specialists in color for over 20 years 


186 W. 4™ ST. ¢ CHelsea 2-4048 « NEW YORK 


461,000—are in a large measure influenced by adver- on the preferred list. Many of these | 


are within the weight requirements | 
of eight ounces for overseas mailing | 
without request from addressees, in 
accordance with postal regulations. | 

Most wanted articles of clothing 
for men were regulation socks and | 
shirts; stockings. and gloves were 
mentioned most frequently by the | 
service women. 


tising in the South Be ad Tribune. 


The Tribune completely dominates this field. The daily 
circulation for the first three months of 1943 was 
80,998 according to the latest A. B.C. audit report. 


the circulation was 45.624 and the unusual 
proof 


In 1937 


increase is an outstanding circulation record 


mand, has joined the publicity de- 
partment of McCann-Erickson, New | 
York. Mr. Cox was in charge of 


| Chicago Defender (Chicago) 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE . LOS ANGELES 


Paid Cire. Negro Pop. 


a RRAEEES ‘ 53,000 375,000 
aie ; _ . h Det (Nat 
that the Tribune is popular and aggressive. Get - Cox to McCann-Erickson Siete elender (National Edition) 32,080 193,000 
> facts i. € t: “Covering the South Warren Cox, formerly director of | Louisville Defender (Louisville) 14,223 65,000 
— ae . hs rite for booklet overing t ) public saletienn Gor tha Ar my Quar- = ——— —s noe —~ om P ny 100,000 
. arket. . os Angeles Sentinel (Nationa ; 0 
end Market termaster Corps, 2d Service Com- . — Teo 273 F353 006 


Total U. S. Negro Population 13 million. Purchasing Power over 2'/2 Billion Dollars. 
GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


the special events section of the| 
Treasury Department’s New York} 


| War Savings Staff. James O. Par-| 


sons Jr., formerly with Station | GIBBONS 
WHNY, Watertown, N. Y., has 
_— , joined the agency’s radio depart- AOSVSSNEISS 
STORY, BROOKS & FINLEY, INC. National Representatives ment. TORONTO. MONTREAL 


KNOWS CANADA 
J. J:, GIBBONS LTD. 


WINNIPEG REGINA CALGARY EDMONTON 


MERCHANDISING 
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BOLD COPY | 


JURY OF 450 WOMEN VOTES 
FOR NEW SANITARY NAPKIN 
AFTER ACTUAL MEAP JES75/ 
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COMFORT! « 1 Moe Ree 


LOTUS 2.55, Mose 


Large-space advertisements like the one 
pictured above are being placed in 
three Detroit newspapers by Sitroux, Inc., 
New York, to introduce its new Lotus 
De-Luxe sanitary napkin with copy based 
on results of “actual wear tests.” Frank- 
lin Bruck Advertising Corp., New York, 
handles the account. 


McKesson-Robbins 
Elects Van Riper 
Vice-President 


New York, June 23.—La Motte 
Van Riper, with McKesson & Rob- 
bins since January, 1929, has been 
elected vice-president in charge of 
advertising and publicatons. 

Mr. Van Riper has played an ac- 
tive role in reorganization of the 
company, particularly sales and ad- 
vertising. The advertising budget 
is approximately $2,000,000 a year. 

Prior to joining McKesson, Mr. 
Van Riper was vice-president and 
general sales manager of Ajax Rub- 
ber Company where he served for 
nearly ten years, starting as district 
sales manager and working up to 
vice-president. He began work in 
Detroit with the Detroit Publishing | 
Company. He was also manager of | 
the United States Tire Company, | 
with headquarters in Chicago. | 


Campbell Appoints Snow | 

Cory Snow, Inc., Boston, has been | 
named to handle advertising of A. S. | 
Campbell Company, East Boston. 
General magazines, business papers, 
newspapers and direct mail will be | 
used on a nationwide basis. 


| 
| 
Appointed Sales Manager 

G. E. Merkle, former Chrysler | 
distributor for Wisconsin, has been | 


appointed sales manager of the Per- | 
fex Gage & Tool Co., Detroit. 
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|}returned from an extensive 


Johnston to Address | 


Export Ad Association 


Franklin Johnston, publisher of | 
American Exporter, who recently | 
trip | 
throughout the Latin Americas, will | 
the guest speaker before a| 
luncheon meeting of the Export 
Advertising Association June 30 at) 
the Belmont-Plaza hotel, New 
York. Mr. Johnston will talk on| 
“U. S. Advertising and Advertising | 
Practices in Latin America as i 
Found Them.” 


Caspers Leaves Ayer 


Frank K. Caspers, copywriter | 
with N. W. Ayer & Son, has left to| 
join the overseas division of the| 
Office of War Information. 


| already 
| finance their peacetime improve-| eration of nonofficial groups. 


Many Cities Work 
on Postwar Plans, 
Survey Discloses 


New York, June 22.— American | 
cities, like American industrialists, 
are giving close attention to postwar | 
plans, many of them setting up of-| 
ficial planning agencies empowered 
to provide public works and other | 
projects which will provide employ- | 
ment when the war is over. Many | 
of the foresighted communities are | 
setting up reserves to} 


ments, according to a survey con-| 
ducted by New York World-Tele- | 
gram, 


A sample check of 92 cities 


| planning agencies. 


or another. In addition to public 


| works, the problem of conversion of 


war industries to peacetime work is 
being studied. The procedure among 
the larger cities is to set up official 
Medium - size 
cities are having plans drawn by 
their official engineers, while smaller 
communities are leaving the task in 
the hands of the mayor or city 
manager. Of the 92 cities surveyed, 
all those above 75,000 population 
have separate agencies. Eight of 
the larger cities, in addition, are 
trying to establish probable popula- 
tion, employment, etc., conditions of 
the postwar period with the coop- 


In Cincinnati, both the city’s staff 
of engineers and a planning com- 
mission are at work, and a bond im- 
provement committee has been set 


Mr.| showed that all but 10 have post-| up. 
| Caspers will be stationed in London.| war planning agencies of one type 


Dallas has employed a planning 


expert and given him a staff of 
public works department experts to 
draw up street, water and sewer 
projects, park improvements, an 
airport, a public market, etc. 

Flint, Mich., has drawn up a list 
of 52 major future projects, and 
Kansas City likewise has a long list 
that includes two housing projects 
and an airport. 

The 62 cities with less than 25,000 
population which were included in 
the survey showed a score of 56 
already preparing and only six 
which are not yet off to a start. 

The widespread postwar planning 
as indicated by the 92-city survey, 
particularly in those instances where 
actual reserves are being set up, 
will provide a demand for men and 
materials which may go far to 
cushion the shock of conversion 
from war to peacetime industry. 


» 


On the heels of war will come the Era of 
the Pacific! A rejuvenated China, a pro- 
gressive Siberian Russia, a new Alaska will 
bring vast development and commerce to 

the Pacific. Millions of tons of American 
goods will flow through the port of Seattle 
—shortest American route to these awakened 


lands. And by air, Seattle is closer to Moscow 
than is New York—Seattle and New York are 
almost equidistant from Liverpool! Keep an 


eye on Seattle. Include this area in your plans, 
present and future—for here is rising one of 
the world’s great cities! 


, 


SEATTLE TODAY is America’s 18th city. 
It is teeming with war activity. Population 
has risen 21% since 1940...to build Boeing 

Flying Fortresses, tanks, battleships, mer- 
chant vessels. It serves as Port of Embar- 
kation and Supply Base for North Pacific 
military operations. The effective buying 
income is $1,910 per capita—second in the 
nation. The TIMES is preferred in 7 out 
of 10 Seattle homes. It has more circula- 
tion in Seattle than any other newspaper. 


Represented Nationally by O’Mara & Ormspee, Inc. 
New York® Chicago* San Francisco* Los Angeles 
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ABOVE ALL SEATTLE PAPERS 
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Blue Staff on Outing 


The second annual outing of the 
Blue Network was held June 24 at 
Seawane Golf and Country Club in 
Hewlett, Long Island. About 175 
employes of the network, including 
all but a skeleton staff left behind 
to maintain operations, attended the 


Foes of Trade 
Names, Brands 


day’s festivities. 


Appointed Editor 


Martha Hildebrandt has been ap- 
pointed editor of the “National Gyp- 
employe publication 
of the National Gypsum Company, 
She will also assist J. Nu- 
gent Lopes, director of public rela- 


sum News,” 
Buffalo. 


tions. 


Warned of Fight 


Rep. Boren Attacks 
Bureaucrats as 
Threat to Democracy 


New York, June 23.—A fight to 
the finish against any attempts to 
limit the use of trademarks or ad- 
vertising “which have played a 


"No Burton Browne élie t 


, 


has a competito# with 


better advertising” <i 


) + DEL. 3800 


dominant part in developing mass 
production enabling the American 
people to enjoy the highest living 
standard in the world,” was pledged 
yesterday by Rep. Lyle H. Boren 
of Oklahoma, in an address at the 
weekly luncheon of the Sales Ex- 
ecutives Club of New York. Mr. 
Boren is chairman of the House 
committee to investigate restrictions 
on brand names and newsprint. 
Taking of testimony from repre- 
sentatives of various industries is 
almost completed and the commit- 
tee report will be made to the 
House soon, Mr. Boren said. * 
Appearing with him as a speaker 
was Rep. Charles A. Halleck, of In- 
diana, author of House Resolution 


98 which created the so-called 
Boren committee. Mr. Halleck, the 
first speaker, said that anything 
which threatens the use of trade- 
marks and advertising is a threat to 
the national economy. He empha- 
sized the part advertising has 
played in the wide distribution of 
mass produced goods, and to illus- 
trate how deeply trademarks have 
penetrated the national conscious- 
ness he told the story of the Ameri- 
can who beheld the rock ot 
Gibraltar for the first time. 

“Where’s the Prudential sign?’ 
the traveler asked aggrievedly. 


Blames Bureaucrats 


“The attacks on advertising and 
brand names emanate from the 
bureaucrats,” he said, “but when we 
try to curb the bureaucrats, as in 
the recent case of the domestic 
branch of the Office of War Infor- 
mation, we are accused of ‘hysteria.’ 

“Forces have been set in motion 
in Washington whose sources are 
often times hidden but which have 
for their goal the remaking or 
overhauling of our economy. There 
is a school of thought which holds 
that men in business must be made 
subservient to an_ all-powerful 
bureaucracy. These attacks on ad- 
vertising are but part of the general 
campaign. The bureaucrats would 
like to tell us what we may eat, 
what type of products we may buy, 
and what we may wear. Maybe I 


am stubborn, but I still prefer as a 
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Schuyler Hopper Joins 


‘Progressive Grocer’ 


Schuyler Hop- 
per, for the past 
six years with 
the Associated 
Business Papers, 
New York, will 
join Progressive 
Grocer on Aug. 1 
in an executive 
capacity. 

Mr. Hopper 
joined ABP in 
1937 as advertis- 
ing manager and 
in 1939 became 
assistant execu- 
tive vice - presi- 
dent. He is the author of the “Tell 
All” book which was published by 
the association to help advertisers 
get a bigger return from their busi- 
ness paper advertising investment, 
and also wrote the ABP’s “Guide to 
Effective Wartime Advertising” and 
“How You Can Help Your Retail- 
ers Solve Their Wartime Problems.” 
Prior to joining ABP he was with 
Continental Can Company, in 
charge of its business paper adver- 
tising, and was associated with the 
Erickson Company. 


Schuyler Hopper 


Detroit, 


Detroit dailies and the June !9 issue of 
the Michigan Farmer carried this mes- 
sage, the first newspaper effort of the 
Michigan Food Council and 14 partici- 


pating sponsors. Diversity of Michi- 
gan's food products is illustrated by the 
border. C. F. Mcintyre & Associates, 
is the agency. 


free American, to eat, buy and wear 
what I please. 

“T have a solid conviction that 
trademarks and advertising have 
served the American people well, 
and by maintaining consistently 
high quality have won the consum- 
‘rs’ approval. Imperfect as our 
system is, I prefer it to government 


control, standardization and any 
form of regimentation. 
“In the House we felt it was 


about time the curtain was drawn 
back so we could see those who 
wish to regiment us; so we could 


| examine their minds and aims. That 
|}is why 


the Boren committee was 
formed.” 


No “Witch Hunting” 


Mr. Boren declared that the chief 
| objective of his committee is to de- 
termine whether any government 
program is a hindrance to the war 
effort. He said that witnesses be- 
fore the committee asserted that 
many of the OPA regulations are 
not understandable, that committee 
members frequently could not 
understand them, and even OPA of- 
\ficials on occasion had to admit 
their lack of clarity. He insisted 
that the committee is not “witch 
hunting” but is surveying industries 
one by one in order to determine 
what effects various government 
regulations have upon them. 

Mr. Boren also attacked Washing- 
ton bureaucracy, declaring it is no 


longer a word but a concept of 
government. 
“It is the greatest threat this 


nation has faced since the Civil 
War,” he said. “Government by 
bureaucracy means government by 
edict, government by regulations 
imposed by agencies which are not 
directly responsible to the people. 
We must destroy bureaucracy or it 
will destroy democracy as we 
know it. 

“After the war this nation will 
be faced with stupendous problems. 
Wide reemployment will be possi- 
| ble only in an economy which has 
|confidence in the government. It 
| is up to us now to see to it that our 


}economy remains healthy and 
| sound. 
“In this grave contest between 


bureaucracy and democracy we 
must resist, and resist with action.” 
| In introducing the two Congress- 
men, John W. Darr, vice-president 
| of the Institute of Public Relations, 
| New York, recalled that there was a 
time when Congress was criticized 
for being little more than a “rubber 
stamp.” 
| “But its action in the recent past 
|}in abolishing various 
agencies and the work of various 
investigating committees, 
the Boren committee, 


dated that criticism,” he said. 


Stemar Changes Name 
Stemar Displays Company, Chi- 
cago, with offices in the Pure Oil 
building, 35 E. Wacker drive, has 
changed the company name to 
Stemar Company. The management 
;and creative staff remains un- 


changed. 


Opens Hollywood Office 

Compton Advertising, 
opened offices in 
building, Hollywood. 


Inc., 


has 
the Equitable 


government | 


including | 
have liqui-| 


| 
| 
| 
} 
| 
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TREATMENTS ? 


QO' course not. Never- 
theless, industry is 
buying hundreds of thou- 
sands of dollars worth of 
skin creams, skin oils, 
powders, lotions and a 
host of other products de- 


the 


health of its employees. 


signed to protect 
Even though you don’t 
make anything along 
these lines, it is entirely 
possible your product has 
an application in this vast, 
rich, industrial market. 
Management is today re- 
sponsible by law for the 
welfare and safety of its 
workers. Perhaps you do 


have more business than 
you can handle now—but 
what about tomorrow? 
Let us tell you about this 


new and growing field. 
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No Designs on 
Free Enterprise 


System, OPA Says 


Chief Defends Grade 
Labeling in Testifying 
Before House Group 


Washington, D. C., June 23.—The 
attitude of the Office of Price Ad- 
ministration toward brand names 
and private industry was character- 
ized as healthy by OPA’s chief, 
Prentiss Brown, in his testimony be- 
fore the House sub-committee in- 
vestigating infringements on brand 
names and newsprint. He denied 
that “individual officials of OPA are | 
out to use price control to change | 
the American system of free enter- | 
prise.” 

The controversial subject of grade | 
labeling, upon which the fire of | 
many industry representatives has | 
been centered in their appearance | 
before the committee, was explained 
as follows by Mr. Brown: 

“The charge is sometimes made | 
that placing standards in price) 
regulations will result in deadly) 
uniformity of products. This fear | 
is groundless. The standards used | 
in price regulations are based as) 
closely as possible upon the stand- 
ards already found in business life. | 
They reflect, therefore, the variety | 
of products being produced; where | 
this cannot be done fairly, where | 
existing varieties do not lend them- 
selves to classification, regulations 
in which prices are tied to standards 
cannot be issued—and are not.” | 


“Merely One of Devices” 


“The question of labeling,” he} 
continued, “does not arise until it 
is practicable to tie in prices in| 
some to quality standards. When| 
uniform dollars-and-cents prices are | 
fixed in terms of standards, some | 
method must be used to tell the| 
consumer what is the correct ceiling 
price of the article he buys. . . Grade | 
labeling is merely one of the de-| 
vices used to impart this informa- | 
tion to the consumer. It is not a| 
new device, for it has been used in | 
peacetime for some commodities on | 
a universal basis, and on an indi-| 
vidual or voluntary basis for many} 
others. The OPA has used grade| 
labeling in a number of consumer | 
goods regulations; in others it has! 
used other devices. For example, in 
canned fruits and vegetables, grade | 
labeling is required only if the| 
packer packs more than one grade | 
under one brand. In all other cases, | 
the brand name itself — together | 
with the OPA commodity price lists | 

will provide the necessary infor- 
mation to the consumer.” 

Mr. Brown recalled that many | 
businesses have voluntarily adopted 
grade labeling and that they “have! 
| 
( aremcner nes ——a 


ACTION ..... 
in an ACTIVE 
Market...... 


Something is always “happening” 
in Winston-Salem to add to its im- 
portance as a market for advertis- | 
ers. 


| 
| 


A million dollar contract has just 
been let to make Winston-Salem's 
Smith Reynolds airport as fine as | 
any in the South. 


Significant? Yes! Because this 
project will enlarge the activities of 
the Army's Flight Control Com- 
mand .. . already one of Winston- 
Salem's best assets. 


Journal and Sentinel | 


Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 


Si cteetedtecennameiaaniaddonatdlinmamamaneemndiatetaieamalle 


testified that it enhances the good- 


will value of their brand names.” 

Referring to the abolition of 
brands, Mr. Brown said that some 
people have expressed fear that the 
use of grade labeling “will compel 
established brand names to be dis- 
carded or impair their value. This 
fear rests on no foundation of fact 
or experience. Let me say with all 
possible emphasis, that OPA has 
issued no price regulation, and con- 
templates none, which in any way 
requires that brand names be dis- 
continued.” 


Becker Elected President 


Neal Dow Becker, president of 
Intertype Corporation, New York, 
has been elected president of the 
Commerce & Industry Association 
of New York. 


Magazine Covers 
Again Display 
National Emblem 


New York, June 23.—Repeating 
last year’s performance, magazine 
publishers throughout the country 
have almost unanimously agreed to 
feature the American flag on maga- 
zine covers in issues as close to 
July 4th as possible. 

Whereas, last year’s flag cover 
display was sponsored by the Na- 
tional Publishers’ Association in 
conjunction with the U. S. Flag 
Association, this year’s display has 
been requested by Secretary of the 
Treasury Morgenthau. He invited 
publishers to support the Treasury 
Department’s war savings program 


r 

| by participating in the flag associa- 
| tion’s 1943 magazine flag cover com- 
petition, which was won last year 
‘by House & Garden (AA, July 13, 
1°42). 

The only fundamental difference 
in this year’s display is that the flag 
does not necessarily have to domi- 
nate the cover, and may be featured 
or used only as a part of the whole 
design, thereby getting around pub- 
lishers’ complaints that the maga- 
zine’s identity was lost by full- 
cover illustration of the national 
emblem and omission of well-estab- 
lished marks of identification. 

Last year’s display of covers 
embodying the national emblem 
was shown by the Magazine Mar- 
keting Service at the annual con- 
vention of the Advertising Federa- 
tion of America in New York. 


The total number of magazines 


featuring flag covers in 1942 was 
estimated to have had a circulation 
of 100,000,000. 


Gets Trailer Account 


‘Russell T. Kelly Ltd., Hamilton, 
Ont., has been appointed to direct 
advertising for Fruehauf Trailer 
Company of Canada, Toronto. A 
campaign in management and auto- 
motive papers is being used. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


SIGNS OF LONG 


LIFE 


**Look. darling—you be Axis Europe— 


we'll demand unconditional surrender!*’ 


“0. K., 0. K., I GIVE IN! 


“There I was, trying to explain 
the bombing of Germany—Russia’s 
threat from the East—our threat 
from the West and South. When all 
of a sudden the little woman sets 
this menagerie on me, and hands me 
an ultimatum: 


“Either you stop treating me to 
diagrams -for-dumb-bunnies,’ she 
says, ‘or I start treating you to kin- 
dergarten charades like this. 


**Where did you get the idea that 
the hand that rocks the cradle 


is too frail to hold a magazine? 


“"Do I have to blitz you into 
submission to prove I read your old 
TIME just as carefully as you do?’ 


“Say,could this be something I didn't 
know about women?” 


ITTLE MAN, it could be something 
L you didn’t know about a whole 
lot of women! For today, there are 
more than a million women like 
your kitchen commando . . . women 
who marry successful men and share 


their interests, their hobbies, their 
copies of Time. Women who vote 
Time their favorite ad-bearing mag- 
azine by a resounding margin of 


5 tol. 


And what wonderful women 
for advertisers! They have ~ 
2\4 times as much money ~~ 


to spend as the average 
woman—many times the 
average woman’s influence. 
When they turn to the new 
products, the new fashions, 
the new ways of living. the 
average women follow hard 


on their heels. 


Nowadays lhe tillle woman knows WHAT'S cyC oO} 
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Textile Maker Gives 
Laundries a Hand 


Southern Mills, Inc., Atlanta, 
laundry textile manufacturer, has 
announced an advertising program 
to inform the public of the difficul- 


ties experienced by laundries under | 


wartime conditions and to urge cus- 
tomers to be patient. 


“Laundries are giving the best| 


possible service” and “Be a loyal 
good customer to your laundry” are 
the themes of a campaign which 
will appear in Life and Time. Local 


newspapers will carry the copy over | 


the signature of laundry supply job- 
bers in principal cities, 
July 11. 

Robert E. Martin & Co., Atlanta, 
is the agency. 


TO TALK DIRECTLY 


G J)) WITH 387,226 


BUSINESS MEN... 


Choose the 
leader... 


starting | 


Butler Sets Up 2 
New Chain Store 
Administration 


Chicago, June 24.—Under a new 
administrative setup of voluntary 
| chains, Butler Brothers announced 
this week the promotion of Jess L. 
Steffen to general merchandise 
manager of Ben Franklin and Fed- 
erated Stores. He will be located in 
the executive buying offices here. 

The large wholesale house had 
revealed earlier that it will divorce 
its Federated and Ben Franklin 
voluntary chain stores from its 
other activities, effective July 15, 
}and will operate them as an en- 
tirely separate division. C. D. 
Southard, vice-president and now 
director of sales, has been named 
director of the new division. 

More efficient distribution is the 
objective, according to company of- 
ficials. Service to and development 
of the stores will be under direction 
of branch house managers in each 
of the company’s seven locations. 


Selling to non-voluntary chain 
stores will remain an important 


part of Butler Brothers’ merchan- 
dising plan, and the company will 
use a rotating allocation system of 
distribution based on records of 
their 1942 purchases. Printed mer- 
chandise listings are expected to 
play a more important part in or- 
| dering, with salesmen now limited 


| to the amount of travel they may 


do 
_DAVEGA STORES HIT 
BY WAR EXIGENCIES 


New York, June 23.—In his report 
|to stockholders of Davega Stores 
| Corporation, H. M. Stein, president, 
| disclosed that a policy has been 
| adopted for the duration to give up 
| practically any lease that may ex- 
|pire, and whenever suitable ar- 
|rangements can be made, to close 
| other stores as well. 

Sales in April and May showed a 
substantial decline compared with 
the same months in 1942. This 
trend is expected to continue, owing 
to restrictions made necessary by 
war conditions. ‘With radio equip- 
ment no longer produced and with 
a sharp curtailment in rubber and 
metal merchandise, it is impossible 
for the corporation’s volume to be 
maintained,” Mr. Stein continued. 

Net income for the fiscal year 
ended March 31 totaled $277,405. 


compared with net earnings of 
$403,963 for the preceding 12 
months. 


Kurtz Bros. Appoints 


Kurtz Bros. Corporation, Bridge- 
port, Pa., has appointed Harry Feig- 
enbaum Agency, Philadelphia, to 
direct its advertising. The company. 
one of the country’s oldest produc- 
ers of macaroni products, will use 
newspapers and radio to promote 
Kurtz King brand spaghetti. 


merce. 


point that way. 


effectiveness and at minimum cost 


POPULA 


I, January, 1941, the Department of Commerce released 
figures showing wages of employees in ninety industries. In January, 1943, 
they released figures on wages in all manufacturing. Between these two 
reports, the increase in average weekly earnings of employees amounted to 
46.4%. The majority of POPULAR MECHANICS readers are industrially 
employed and so are 


“in the money.” 


Consumers are spending more, according to the Department of Com- 
Increases in dollar volume from 1940 to 1942, inclusive, include: 
Furniture, furnishings and equipment up 22.4%; Food up 44.6%; Home 
maintenance and household utilities up 15%; Medical care up 18.5%; 
Clothing and related products up 48.6%; and Recreation up 30%. This 
increased spending comes largely from those with increased earnings, the 
industrially employed. 


Popular Mechanics readership is increasing most rapidly in areas of 
greatest industrial activity. In thirty-three industrial areas newsstand sales 
from February, 1940, to February, 1943, went up 79.1%. This was over 


twice the increase in newsstand sales for the rest of the nation. 
lhe cost of advertising in Popular Mechanics is extremely low. Whether 
you use one page or twelve the cost is less than $1.30 a page per thousand. 
Yes, if you have goods that consumers are buying, want to reach people 
with money for buying, want to advertise to those prospects with maximum 


then use Popular 


200 East Ontario Street, Chicago - New York - Detroit - Columbus 


| mirigy 


Mechanics. All signs 


i sla 


—— 


MAY SALES OF CHAIN STORES 


May % Gain —|st 5 Months——. om 
1943 1942 or Loss 1943 1942 an 
Food Chains 
t*Jewel 3,958,136 4173405 —5.2 20,619,823 19,948,118 3, 
tKroger Groc. & Bak. Co. 31,917,811 29,607,116 +78 161,968,807 138,062,766 ? 
*tNational Tea 7,229 567 7,089,478 +1.9 35,567,570 35,200,892. 5 
+Safeway 44026.959 47,233,356 —6.8 219,427,126 229,211,825 4} 
Group Total $ 87,132,473 $ 88,103,355 —t'.1 $ 437,583,326 $ 422,423,460) £34 
Mail Order 
tSears, Roebuck 66,746,068 68.355.774 —2.4 264,267,874 282,365,839 44 
Spiegel | 285,704 3,450,610 —62.7 12,717,676 18,504 268 Te 
tMontgomery Ward 54,098,702 50,761,616 +66 208 390, 486 202,191,243 +3 
Group Total $!22,130,.474 $122,568 000 —0.4 $ 485,376,036 $ 503,061,350 35 
Drug Chains 
*Crown $ 863,693 $ 796, 208 +8.4 $ 6,868,178 $ 6,134,058 9 
Peoples 2,854,184 2,606,099 +9.5 13,941 424 12,336,458 30 
Walgreen 9,252,845 7,911,666 +417.0 44,574,927 37 697 209 8? 
Group Total $ 12,970,722 $ 11,313,973 +14.6$ 65384529 $ 56,167,725 64 
Variety and Miscellaneous 
Bond Stores $ 3,468,794 $ 2,753,942 +26.0$ 18575422 $ 22,248,224 bs 
aColonial Stores, Inc. 6,485,958 6,030,061 +7.5 34,996 619 29,254,497 4 
Consolidated Retail Stores 1,278,964 999,707 +27.9 8 02! 560 5 674,389 4\4 
Fishman, M. H. 534,925 514,78) +3.9 2,250, 666 1,990, 09) } 
Grant, W. T. 13,559,253. 12,205,883 +11.! 59, 166.975 52,433,534 28 
tGreen, H. L. 5,185,227 4,838,170 +7.2 19,759,174 17,352,346 39 
tinterstate Dept. 3,225,468 2.945.997 +9.5 13,066,873 10,873,719 ~ 2) 
Kresge, S. S. 15,731,946 15,272,053 +3.0 75,039,798 70,019, 103 +72 
Kress, S. H. 9,609 616 8,573,144 +12.) 46 068 680 40,192,636 44 
Lane Bryant, Inc. 2,526,029 1,946,665 + 29.8 12,487,391 9,450,624 =} 
tlerner 6,186,470 5,168,993 + 19.7 24,614,621) 18,506,393 = 335 
McCrory 5.191 698 4,749 449 +93 24,979 858 21,468,080 = 4 
tMcLellan Stores 2,939,591 2,498,377 +17.7 10,698 489 8,487,315 ~% 
Murphy, G. C. 6,845,147 6,135,797 + 11.6 30,984 956 26,433,661 + 172 
Neisner Bros. 2,866,731 2,581,932 + 11.0 13,007,012 10,743,181 2 
Newberry, J. J. 7,199,420 5,845,350 + 23.) 31,797,513 25,385,253 + 25.) 
Penney, J. C. 38,575,898 37,182,071 +3.7 177,331,607 162,086 633 +94 
Western Auto 4,037,000 4,527,000 —i0.8 16,985 000 24,400,000 30.4 
Woolworth, F. W. 34,858,774 32,659,624 +-6.7 165,682,036 151,872,748 +9 
Melville Shoe Corp. 3,285 496 4,907,868 —33.! 15,829,575 20 429 453 22:5 
Rose's 5, 10 & 25 830,34! 716.419 + 15.9 3,632,022 2,974 B49 22 
Schiff Co. | 405 860 | 541,967 —8.8 7,238,027 7,045 288 +27 
Sterchi Bros. 484 300 518,077 65 1,977,875 2,378,685 6.8 
Group Total $176,312,906 $165,113,327 +-6.8 $ 814,191,749 $ 741,700,702 +92 
Combined Tota $398 546.575 $387,098 455 +-3.0 $1,802,535, 640 $1,723 353 378 4 


tFour weeks and twenty weeks 
tFour month period 
*Eight month period 
9Four weeks and 2! 


weeks 


Grocery and 


Combination Store 
Sales 15% Ahead 


New York, June 23.—Because of | 


unusual war conditions considerable 
shuffling of volume among retail 
grocery and combination stores is 
taking place, while total sales are 
running well ahead of last year, ac- 
cording to a summary by The Pro- 
| gressive Grocer, New York. 

Total grocery and combination 
store sales for the first four months 
|of 1943 averaged 15% higher, an 
|increase of $610,000,000 over the 
| previous year. But the increase was 
inot evenly distributed among all 
| types of stores. 
| Independent 
| bi 
| increase of 27% 
first four months of 1943. 
| Chain grocery and combination 
|stores had an average decline in 
'sales of 5%, a decline in aggregate 
| volume of $80,000,0000. 

The increase in volume was par- 
ticularly marked among neighbor- 
|hood and small-town stores, due 


grocery and com- 


|largely to the gasoline and tire 
|shortage. Large-city stores with 
central or highway locations fre- 


quently lost volume. 


| 
| 


‘Metal Manufacturers 
Organize Institute 


Sixty representatives of sheet and 
strip metal fabricators, rolling mills, 
and pressed metal manufacturers 
have organized the Pressed Metal 
Institute, with headquarters in New 
York and Washington. The insti- 
tute hopes to speed up production 
of metal stampings for war needs 
and to conduct a study on postwar 
possibilities for the development of 
|}new uses for stampings. 

George E. Whitlock, president, 


nation stores enjoyed an average | 
or $690,000,000 the | 


Success of Home 
Dehydrators Up 
to Housewives 


Bridgeport, Conn., June 23.— 
Home dehydrators can carve a per- 
manent niche for themselves afte: 
|the war when pressure cookers are 
| plentiful, provided housewives learn 
| to dehydrate properly this year and 
| discover how excellent the results 
|ean be, the General Electric Con- 
|sumers Institute asserted during 
i\the Wartime Food Preservation 
Clinic which was held here recently 

“By following correct procedures 
|a housewife can produce dehydrated 
|fruits and vegetables that will de- 
light the whole family, but if she 
doesn’t do the job right, disappoint- 
ment and prejudice against dehy- 
drated foods may follow,” said Dr 
Donald K. Tressler, in charge of 
food research at the institute. 

Latest findings resulting from the 
institute’s research in freezing and 
canning, as well as dehydration, 
| were demonstrated by Dr. Tressler, 
|and it was predicted also that freez- 
ing of foods will become popular in 
the postwar period, when refriger- 


|ating equipment becomes available 
| 


‘CBS Renames, Expands 
Editing Department 

Columbia Broadcasting System 
has renamed and expanded its com- 
mercial editing department, hence- 
forth to be known as the depart- 
ment of editing and copyright. Jan 
| Schimek, for the past year head of 
both departments, will continue in 
charge of the new setup with the 
title of director of editing and copy- 
right. 

Principal reason for combining of 
both departments is to broaden 
operations of the commercial ed'- 
ing department to include the app!i- 
cation of CBS’ basic program poli- 


Mullins Mfg. Corporation, is presi-|cies to sustaining as well 
| dent of the institute. commercial programs. 
Is 16.809 all of the circulation the Syndicate Store Mer ) 


chandiser has? 


Q-— 


For 
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to $1.00 Variety Store Market Facts Write 


SYNDICATE STORE MERCHANDISER / 


79 Madison Avenue, New York, N. Y. 


CHICAGO * LOS ANGELES - ATLANTA 
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‘Disguised’ Ad 
Subsidy Draws 
Fire at NEA Meet 


Cincinnati, June 22.—Warnings 
against threats to freedom of speech 
and the press, and against subsidies 
to newspapers in the form of “dis- 
guised advertising,” were sounded 
at the wartime conference of the 
National Editorial Association here 
last weekend. 

Frederick C. Crawford, president 
of the National Association of 
Manufacturers, warned the small 
newspapers’ group against govern- 
ment subsidies through advertising. 
adding that: “If the American 
press loses its freedom, it will also 
mean the end of our free competi- 
tive system that in 150 years has 
raised the masses in the western 
world from poverty and degrada- 
tion. 

The greatest drawback to pros- 
perity in the postwar era is the 
uncertainty of government’s real 


|for everyone as soon as the war | upholding 
“The thing that industry can | " 
own | States” by the Federal Communica- | Fall Ad Campaign 
| ability within humanly reasonable | tions Commission. 

| time, to create new jobs for the) 


ends. 


|assert is confidence in _ its 


| Amercan people in the future as it 
has done in the past. Industry does 
not guarantee jobs. It does some- 
thing far more important. It cre- 
ates jobs. Free and easy talk of 
‘guaranteed jobs’ and huge spend- 
ing of government money only 
shake men’s confidence in a good 
future. 

“What we need is a clear affirma- 
tion, free of weasel words and 
mental reservations, of full faith 
and confidence in our free economic 
system as the only secure founda- 
tions of a free political system.” 

Threats to freedom of speech and 
freedom of press, directed against 
newspapers and radio stations were 
the topics of addresses delivered by 
Ohio Gov. John W. Bricker and 
James D. Shouse, vice-president of 
the Crosley Corporation in charge 
of broadcasting. Gov. Bricker cited 
the recent international food con- 
ference at which newsmen were 
barred and the withholding of war 
theater news. Mr. Shouse criticized 


the recent Supreme Court decision ' 


“complete control of 
radio broadcasting in the United Huffman Schedules 


Huffman Full Fashioned Mills, 
| Morgantown, N. C., has scheduled 
Broad Powers Granted 'a fall advertising campaign for its 
“The decision, which was ex-| line of hosiery, beginning with Au- 
pected to deal only with the com-/| gust issues of Glamour, Harper's 
mission’s right to enforce eight dis- | Bazaar, Mademoiselle and Vogue. 
puted rules governing the contracts Half and full-page insertions will 
between stations and networks,| be keyed to the government’s pro- 
went far beyond that issue and con-| gram to glamorize women in essen- 
ferred upon this government agency | tial war jobs and on the home front. 
powers over radio broadcasting as| Magazine advertising will be sup- 
complete as those existing in many | ported by a wide program of dealer 


foreign countries,” he said. “Thus| helps, including newspaper mats 
overnight, American radio under! and full-color display cards. Nor- 
the law as interpreted by the court,| man D. Waters & Associates, New 


has lost all the characteristics of | York, handles the account. 
freedom so vital to our two-party | ——__—— 
political system and so essential to | Fastern Industrial Admen 
American democracy.” | 
At the closing session, Albert S. Reelect Graham Rohrer 
Hardy, publisher, News, Gaines-| Eastern Industrial Advertisers, 
ville, Ga., was elected president,| Philadelphia, has reelected Graham 
succeeding Edwin F. Abels, Law-| Rohrer, Baldwin Locomotive Works, 
rence, Kan., who became chairman | president for 1943-44. 
of the board. _ Other officers reelected are Harry 
— _ |M. Ellsworth, Pennsylvania Salt 
: | Mfg. Company, vice-president; Wal-| 
Dale Joins Agency ter A. Fox, Fox & MacKenzie, | 
Gertrude R. Dale has joined Cath-| treasurer, and Harry W. Smith Jr.,| 
erine Blondin Associates, New York. Sales Company, secretary. 


Art Center Elects 


Krauter President 

Edwin Krauter, art director of 
Montgomery Ward & Co., has been 
elected president of Art Center Chi- 
cago, succeeding Taylor Poore, ad- 
vertising designer. 

Robert B. Barton, vice-president 
of Batten, Barton, Durstine & Os- 
born, is the newly-elected vice- 
president; Martha Bennett King, as- 
sistant to the promotion director of 
the Chicago Sun, has been reelected 
secretary; and Fred Williams, ad- 
vertising manager of Carson, Pirie 
Scott & Co., was named treasurer. 


eladelphia Selection 


Pe ' 
PAINTED DISPLAY 


(ae? Sn OUTDOOR ADV. CO. 
PHILADELPHIA U132.B BROAD ST © RADCLIF TIF 


attitude toward private enterprise, | 


he said, and America can solve all | 


of her other problems “if we car 
preserve free speech and a free 
press.” 

American industry, said Mr. 
Crawford, could not guarantee a job 


l . Is this stil] made? 


2. What new wartime 
items are available? 


3. Is this manufacturer 
still supplying the 
chains? 

Buyers of 726 Variety (5c-$5) 

chains*—with 9,344 stores— 

doing 1!» billions annually— 
will look for the answers in the 


12** Annual Chain Store Age 


DIRECTORY of 
MANUFACTURERS 


An all-year guide 

OUT for locating sourc- 
es of supply and 

AUGUST selecting wartime 
Ist items. Covers lines 


of 4,500 manufac- 
turers; 23,000 individual listings. 


«Give these buyers the facts on 
your product, your company, 
your wartime situation, through 
this important Directory Issue. 


Also reaches 1,172 General 
Merchandise chains with 9,300 
stores, doing 1% billions. 


FINAL FORMS CLOSE JULY 20 


CHAIN STORE AGE 


85 Madison Avenve,«New York 16, N. Y. 
°12 Ne. Michigan Avenue, Chicago, 11, Ill. 


People make markets. And in Ohio. 
working people make Youngstown 


the state’s third largest Metropolitan 


District.* 


Cleveland and Cincinnati! 


In the top bracket with 


In Ohio’s First Three! 


that has wave-length (like WKBN’s 
“570"): a station that has wattage 
(like WABN’s 5000”); it takes a 
station that Anows its people—and 


how to program to them. 


re 


oe 


Here in one of America’s largest 
steel centers, over 65 thousand men 
and women are earning high wages 
ina steel industry geared to capacity 
speed. Additional thousands are hard 


at work in allied industries. 


It takes a powerful radio station to 
serve this important segment of war- 


It takes a 


station 


time America. 


* U.S. Dept. Commerce 


; at ” 


WKBN isn’t just the CBS station 
for Youngstown. WABN. now broad- 
casting on 5000 watts day and night, 
commands a wide Primary influ- 
ence-power among a million and half 
people in) Northeastern Ohio and 
Northwestern) Pennsylvania . . 


people ina Boom Market Area. 


This powerful Ohio-Pennsylvania 


station can mean more sales, more 


influence for you now, and in im- 


portant postwar years. 


Repr esented by: 


Paul H. Raymer Company 
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ADVERTISING AGE 


June 28, 1943 


Display Pieces 
Exceed 15 Million, 
Institute Reports 


New York, June 23.—During the 
first four and a half months of 1943, 
the display industry produced 15,- 
383,749 pieces of material featuring 
government, military and civilian 
programs and appeals, according to 
figures obtained by the Point of 
Purchase Advertising Institute here 
in a continuing study begun Jan. 1. 

Included in the count are all 
types of material—window displays, 
posters, hangers, counter pieces and 


other kinds of display commonly | chandise from retail shelves to the 
Wartime | consumer have long been recognized 
” the institute re- 


used in retail stores. 


themes handled and featured in the! by merchandisers, 


bond sales, enlistments in various | 
branches of the service and training | 
schools, health messages, farm and | 
war- -industry labor recruitment. 


the institute’s war program, was set | 
up early this year at a series of| 
meetings with the country’s leading | 
mounters and finishers, where the 
plan to carry on a continuing tabu- 
lation of quantities of wartime dis- 
play material was presented and 
each finisher asked to cooperate by 


supplying total volume figures to 
the institute on a monthly basis. 

| “The qualities of point of pur- 
| chase advertising as an economical, 
effective method of moving mer- 


material include war stamp and| ported. 


“Today, the war effort, 
demanding utilization of every re- 
source for its support, has offered 
| display opportunity to demonstrate 
| potential, hitherto 
conditions | 


adaptation to unusual 


and needs.” 


Takes New w WPB Post 


John C. Whitridge Jr., has been 
appointed director of the Office of) 
Industry Advisory Committees, War 
Production Board, succeeding Barry 
T. Leithead, who is returning to 
Cluett, Peabody & Company, New 
York, as eastern director of sales. 
Before coming to WPB, Mr. Whit- 
ridge was eastern division sales | 
manager of International Business 
Machines Corporation. 


largely unex-| 
The study, developed as part of| plored, values and possibilities for | 


Maiden Form 
Switches Copy to 
Conservation Note 


New York, June 23.—Predicated 
on the assumption that many cus- 
tomers, enjoying incomes beyond 
anything they have known before, 
are going on buying “sprees,” 
Maiden Form Brassiere Company, 
the nation’s heaviest brassiere ad- 
vertiser, has switched its copy to a 
strong conservation theme, keyed to 
the government’s slogan of “Use It 
Up, Wear It Out, Make It Do!” 

A consistent advertiser in a long 
list of magazines, business papers 
and newspapers, Maiden Form will 
urge consumers to adopt and apply 


MISS KIM GERLACH— 


Blue-eyed Kim is 21 years old. She weighs 110 
pounds and the top of her golden blond head is 
5 feet seven inches from the floor. When she was 
ot the University of Wisconsin, her charm, her 
personality and her dimpled smile won her oa 
ploce among the four Badger Beauties of 1942, 
made her Junior Forester Queen and one of the 
Court of Honor of the Military Boll... 


MASTER 
2001 


[Sealy 


MEET OUR FRIENDS 


of the mid 


die west leaving home. 


CHARM and TALENT—WELCOME HOME! 


After all, there really wasn't any sense in so much of the feminine pulchritude 
.. Chicago advertisers and art directors 


have a mighty keen appreciation of beauty and their need for it. They 
know that feminine charm will never lose its glamour and its power to lure the human eye — 


becoming top-billing models. . . 


. She loves 
oqvuaploning, archery, drawing and riding— 
ond she designs and mokes personalized jewelry 
fer her friends. A poised, experienced model. 


CALUMET AVENUE : 


“out the window.” 


accurate idea of what we mean. 


be it male or female. The gals know it, too, but they didn’t go for price ‘ceilings’ on their 
professional ability. So they began to migrate to distant parts where they could secure a 
return commensurate with the years of training and hard work they had expended in 
. Now, thanks to the Chicago Photographic Guild, the Art 
Directors Club, Art Center and a goodly number of beauty-starved advertisers, these 
talented young ladies are among us again. The old-fashioned system of remuneration is 
Don't look now, but the young lady pictured above gives a pretty 
... Rogers is happy about it, too. There’s a thrill 


reproducing in metal for millions to see, the charm, the beauty and the personality of 
these young ladies;—and we've been making engravings like these for hundreds of 
particular advertisers for twenty-odd years. 


OGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 


CRAFTSMEN 


Phone CAL 4137 °* 


O F PHOTO 


ENGRAVING 
CHICAGO, 


ILLINOIS 


— — 


WEAR IT OUT 
MAIDEN FORM 


reminds you... . 


Saving what we have is essential these 
days, so let's all abandon any waste 
ful habits and—for the duration— go 
back to thriftier pioneer ways. Give 
your brassieres by Maiden Form more 
attention, follow directions more care- 
fully, in order to help them keep their 
shape and usefulness longer. When 
Victory is gained, increased supplies 
will permit you once more to indulge 
your personal needs more liberally 


dire 
man 
thro’ 


Send for free Conservation and Style Folders num 
Maiden Form Brassiere Company, Inc., New York Pl 
ples 

e tion 
laiden _ 

$e & > oat © nols; 

LOOK FOR THIS TRADE-MARK OW mus 
BRAS SITE RES jayt 
engi 


witk 
The necessity for making a little go « 
long way has not yet penetrated to 
enough Americans, says Maiden Form 
Brassiere Co., New York, in switching 
advertising copy to an urgent conserva- 
tion theme in a long list of magazines 
newspapers and business papers. Arthur 
Rosenberg Co., New York, is the agency. 


the above slogan. Other insertions 
will be headed “Maiden Form re- 
minds you Waste not, want 
not,” and points out that under pres- 


ent conditions the company is un- 
able to make enough brassieres 
|satisfy the thousands of women 
who depend on Maiden Form fo: 
| brassiere style and service. 

| The company has informed its 
| | dealers of the new copy theme, and 
has requested their cooperation in 
the conservation movement, with a 
view towards amicable consume! 
relationships under current mer- 
chandise quotas. A footnote in al! 
| Maiden Form advertising will sug- 
gest that readers send to the com- 
| pany for free conservation and style 
folders. The company also wil! 
supply dealers with folders for dis- 
| tribution to consumers. 

| Arthur Rosenberg Company, New 
| York, handles the account. 


| To ‘Insurance Field’ 


John F. Willenbrock, for the past 
six years advertising and busines 
|manager of Gasoline Retailer and 
|associated publications in New 
York, has been appointed eastern 
representative of the Insurance 
Field, Louisville, Ky. Prior to his 
| association with Gasoline Retailer, 
he was eastern representative fo! 


the Siebel Publishing Company, 
Chicago. 

Hyland Joins NBC 

| Claire Hyland, formerly with 


Stockton, West, Burkart, Cincinnati, 
has joined the network sales promo- 
tion department of National Broad- 
casting Company, New York. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. 5. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popule- 
tion. 


“Independent Survey of Providence Bulle!\" 
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Noisy War Plants 
Provide New Theme 
for Ear Stopples 


New York, June 22.—The nerve- 
wracking cCiatter emanating from 
the nation’s war plants has provided 
a new copy theme for the makers 
.f Flents Anti-Noise Ear Stopples, 
wnich have been previously her- 
alded for blocking out the jingle- 
angle of unmuffied milk wagons, 
midnight revelry and domestic 
quarrels. 

Before 1941 Flents Products Com- 
pany concentrated mainly upon 
ylugging up the ears of the general 
public, but war gave the stopple 
new stature as an aid to defense 
workers in eliminating “noise jit- 
ters.” During the last year, Flents 
has stepped up its sales not only 
direct to war workers but to 
many large industrial corporations 
throughout the country as well as a 
number of governmental agencies. 

Plants are currently buying stop- 
ples in great quantities for distribu- 
tion to employes for use during 
working hours where conditions are 
noisy, and to night workers who 
must find peace and quiet for their 
daytime sleep. Industrial safety 
engineers who have been charged 
with the general health and effi- 
ciency of factory personnel are be- 
coming 
great damage which noise can do, 


Peacetime Pandemonium 


In the days when Flents aimed 
its product particularly at sufferers 
from sleeplessness, invalids and 
convalescents, travelers and night 
workers, copy painted a picture of 
utter pandemonium: 

“You cannot get to sleep! Your 
nerves are on edge with trying. You 
spend hours tossing from side to 
side. 
neighbors’ cats or barking dogs, the 
rumbling of trains, honking of auto 
horns, motorcycles, jazz shriekings, 
radios, crying babies, the tantalizing 
snoring of others. You stay awake 
because of banging of doors, foot- 
steps, loud talk and laughter, dish- 


washing, children at play, and other |- 


noises too numerous to mention.” 

A migratory worker as far as ad- 
vertising is concerned, Flents’ copy 
appears spasmodically in areas 
where noise has become an impor- 
tant issue. Back in 1939 when a 
magistrate in city court here “sen- 
tenced”’ a couple complaining about 
noise from a construction project to 
spend a night of quiet at the city’s 
expense, the company seized the op- 
portunity for an advertising tie-up 
and broke copy in several news- 
papers here pointing out that Flents 
make it possible to “enjoy quiet 
sleep even though you live on a 
noisy street.” 

Hospital patients have not been 
overlooked as a lucrative market. 


le. 


ADVERTISING AGENCIES 
O NEED A SOURCE FOR 
Small quantities at 


s T SILK SCREEN 
V PROCESSED ADVER- 
ING POSTERS and other 
es of posters for interior 
exterior display . . 
car advertising ca 
tds. We can work 
t sketches by mail. 
Harry Songhurst, official 
Silk Screen Paint Process- 
Union, Local No. 830 
-F.L., and W. Gunderson 
Bill Posters Union, Local 
. 1, A.F.L., have asked us 
open another plant to 
ecialize in this type of | 
a, ee 
We respectfully solicit the 
inions of advertising 
encies, and their average 


nnval volume in this type 
| work. ea _ sg Sj i 


LLIVAN-NOLAN 


VERTISING COMPANY 
W. Chicago Ave., Chicago, Ill. 


ADVERTISING AGE 


| Copy geared to the “individual|one pair to a small cellophane en- 


| 
| 


increasingly aware of the! 


You are disturbed by the| 


quiet” theme was released and 
placed in Modern Hospital in 1941. 
This same idea was later rehashed 


when the company moved in ever-| 


widening circles to war workers 
and members of the armed forces. 


Appeals to Soldiers 


Last year Flents took space in 
Army camp newspapers to point out 
that “soldiers off duty need quiet 
when they want it.” The stopple, 
made of prepared wax and cotton, 
was played up for sleep, study, 
reading or writing, and use on the 
firing range. A box regularly priced 
at 25c, containing one pair, was 
specially priced to soldiers for 15c. 
Packages of ten pairs retail at $1. 

Industrial plants buy them in 
bulk to avoid packaging costs and 
for this purpose they are packed 


|velope. These noise preventives are 
|currently being used at the Aber- 
| deen Proving Grounds in Maryiand. 

At the present time small-space 
advertisements are running in the 
New York Times, New York Herald 
| Tribune, Occupational Hazards, Na- 
tional Safety News and Safety En- 
| gineering. Central Advertising Serv- 
ice, New York, handles the account. 


Celotex Advances Rapport 


Howard W. Rapport has been ap- 
| pointed art director of the Celotex 
| Corporation, Chicago. A member 


|of the advertising department for | 
‘the past eight years, Mr. Rapport} 


| will continue to supervise copy as 
| well as art for several of the com- 
|pany’s lines, including acoustical 
‘products and roofing materials. 


Ford Issues Volume 


The Ford Motor Company, De- 
troit, in observance of its 40th 
birthday June 16, has issued an ill-| 
ustrated volume reviewing its devel- 
opment. The work was done under 
the direction of the late Edsel Ford 
and the final page bears a statement 
signed by him shortly before his) 
death, in which appreciation is ex- | 
pressed to the company’s officials, | 
employes and friends. No forma | 
ceremonies marked the anniversary | 
because of his recent death. 


Heads New Department 


Herbert G. Dillon has been ap- | 
pointed manager of the newly- 
formed mining section of the indus- 
trial department of Westinghouse 
Electric & Mfg. Company, Philadei- 
phia. 


| Manager, 


| mail circulars or envelopes to list for only 


| comprising Official 


Freitag Named President 


Reuben C. Freitag, advertising 
Briggs & Stratton Cor- 
poration, has been elected president 


|of the Milwaukee Industrial Adver- 


tisers Association, succeeding For- 
rest J. Nelson, advertising manager. 


| Macwhyte Company, Kenosha. 
Francis M. Higgins, advertising 
manager, Four Wheel Drive Auto 
Company, Clintonville, Wis., was 


named vice-president. 


Reach 6,000 Homes in 
SUBURBAN WASHINGTON 


We maintain list of 6,000 selected homes in 
Bethesda-Chevy Chase section of suburban Wash- 
ington, D. C. Will address and mail your ready-to- 
$7.50 
Also ask about list of 1,855 
Washington Write Bethesda 
Md 


per M plus postage. 


Journal, Bethesda, 


810 TOWE 


CHARLES F. KUONI 


VAMOUMMCOD1MC 1A 


HARLES F KUONI 


has purchased the firm of 
FIDELIS HARRER, INC. 


and offers to users of Color Photography 


A staff of experienced Color specialists, who are 


producing consistently fine color photographs keyed to the needs ‘ 


of today’s advertising. 


--- 


One of the country’s pioneer Carbro print 


laboratories, with a record of fifteen years of technically outstanding 


color print work. 


+ 


A complete modern kitchen, in charge of an 


advertising-trained Home Economist who is skilled in property 


selection and food preparation for 


photographic reproduction. 


R COURT BETWEEN 


West of the Water Jower, Chicago 
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June 28, 1943 


Local Scope of 


Airways Pointed 
Out by Braniff 


Kansas City, June 23.—In its 
most ambitious effort to date, in 
both on-line and off-line newspa- 
pers, Braniff Airways, Inc., has 


launched a series of advertisements | 


built around the dominant theme, 


“The Globe Starts on Your Main| 


Street.”” The schedule also includes 
Time and several aviation trade 
publications. 

Approximately 85 newspapers are 
included on the expanded list, with 
insertions planned for major on- 
line points every week and one 
advertisement at least every two 
weeks in the balance of the list. 
The first insertion pictures the globe 
being circled by aircraft of the 
future and points out that in the 
peacetime future, “there will be no 
limit to the journeys you can take 


Write for our 
NEW MARKET MAP 
showing complete data on 
Battle Creek as of today. 
Population, Now 67,776. 
THE BATTLE CREEK 


ENQUIRER «4*» NEWS 


ALLEN-KLAPP CO. New York - Chicage - Detroit. 


STARTS AT HOME | 
| 


| 


THE GLOBE STARTS 
on YOUR main STREET! 


In the tomersow that 1s nearly todoy 
there will be no limit to the journeys 
you can take by stepping outside 
your front door, Following the 
peace, ow tronsportation borh 
local ond world wide will en- 


A 


Chicago, Kenses City. Wichita, Oblahome City, Dalles, Fort cot Hout 
Amorilic Wichite Folls, Austin, Son Antonio, Corpus Chr 


compass all the millions of Ameri 
cans living on friendly Moin Streets 
throughout the 48 states, will enrich 


your life and your community 


Ss 


Importance of the individual community 


in global air transportation is emphasized 
| in @ new campaign by Braniff Airways, 


launched with this copy. 


. 


by stepping outside your front! 
door.” 
The second in the series retains 
this pictorial presentation of the 
theme as a_ secondary element, 
while the headline reads, “Yep, the 
Shangri - La Express Is_ Early 
Again,” a comment by a local citi- 
zen as the transport plane of the 
future comes into his local airport. 
Other insertions present various 
situations, extraordinary now but 
everyday occurences in the not-too- 
distant future. The copy is brief 
and all advertisements are signed 
by T. E. Braniff, president. 
Informal, semi-cartoon illustra- 
tions are used to eliminate some of 
the statistical concepts of present- 
day global thinking. Braniff Air- 
ways, while recognizing the full im- 
portance of international air trans- 
portation, is firmly convinced that 
any postwar air plan must be both 


| local and global in scope. 


R. J. Potts-Calkins & Holden, 
Kansas City, handles the account. 


War Theme Is Tops 


= Again in National 
Copy, Study Shows 


Also Rates High in 
Retail Copy, New 
Survey Indicates 


New York, June 24.—Addit’onal 
proof of the high readership bine | 
won by national advertisements | 
which are keyed to a war theme is| 
given in the sixty-first report of 
the Continuing Study of Newspaper | 
Reading issued today by the Adver- | 
tising Research Foundation. For the | 
third successive study—the Greens- | 
boro Daily News on May 7 (issued | 
today), the Evansville Courier on| 
April 9, and the Scranton Times on| 
March 4—the best read national | 
copy was linked to the war, telling | 
of a company’s role in the war effort, | 
or making a straight appeal to the | 
civilian population for more support | 


of the war effort. 


This strong appeal, to both men 
and women, was again demonstrated | 
in the Greensboro Daily News study. 
The rankings of first and second 
with both sexes were won by an 
Esso and a Southern Railway adver- 
tisement, both with a war theme. 
The 1,230-line Esso advertisement | 
stopped 59% of the men and 64% 
of the women. Approximately two- 
thirds of its space was devoted to a 
dramatic illustration of a farmer 
and his wife watching American 
planes overhead. The head entitled 
“Look up... they need your help!” 
was read by 46% of the men and 
50% of the women. The copy was 
also well read (Men, 29%—Women, 
35%). 

The 1,030-line Southern Railway 
copy, describing the part being 
played by Southern in the transport 
of men and materials for the war 
effort took second place with both 
sexes. It had the excellent rating 
of Men, 48%—Women, 45%. 

Another indication, according to 
the foundation’s report on _ the 
Greensboro Daily News, of the ef- 


The whole “spread” of 


England goes to the advertiser who has 
but not to the 
one looking in from the outside. This market 
plays one favorite when it comes to radio 
and that favorite is WTAG. Once 


selected WTAG, Worcester, 


stations, 


you're inside with a WTAG introduction, you 
command a region of war industries 400 


When You Buy Time— 
Buy An Audience 


Central New 


You should 
longingly, but 


strong. Average weekly industrial wages top 
$40 a week. Women workers in Worcester 
proper alone, total 16,000. 


look at Central New England 
not through a window. The 


sales response is here. WTAG holds the audi- 
ence and WTAG is inside. 


Basic 


Columtia 


PAUL H. RAYMER CO. 
National Sales Representatives 
Associated with the 
Worcester Telegram-Gazette 


ete t 


EXPLAINS LIQUOR RATIONING 


Here are the Real Facts Behind 
WHISKEY RATIONING IN \{ICHIGAN 


i 
“| AN 


Sa) par | 

40) 4 

| ae | |} ao | 

2 SZ 
4 
| 

we le 

YZ Se 


rwrrp svamrs 
‘ 


o> ee, 
; ; 
4 wi. Ration Bock Oe AX‘ 
f 


MEMBERS OF THE DIETILE 


Distilled Spirits Institute, Inc., Washington, D.C. 
Member of the Conterence of Alcoholic Beverage Industries, Inc. 


£D SPIRITS INSTITUTE. INC 


Facts behind licuor rationing in Michigan are told in this newspaper copy which 
appeared last week in newspapers of the state over the signature of the Distilled 


Spirits Institute. 


"Working 100% for Uncle Sam" leads off the explanation, with 


the various war uses for alcohol, a statement of stocks on hand, an estimation 


of the length of time those supplies will last. 


try problems presented. 


“fairness to all,’ and other indus- 


Institute members are listed at the bottom of the copy. 


fectiveness of the war theme in ad- 
vertising is furnished by the ratings 
(Men, 18%—Women, 10%) of a 338- 
line Hanes Underwear advertise- 
ment. More than half of the space 
is used for an illustration showing 
an American “doughboy” hurling a 
hand grenade. The copy tells of 
Hanes’ part in outfitting American 
forces for service in all climates of 
the world. 


Ration Copy Hits High 


“What to do with Rationed Fats.” 
This headline and a picture of three 
sausage patties in a frying pan stop- 
ped 14% of the women readers, and 
their interest carried through to the 
copy (12%.) This is the first fats sal- 
vage campaign copy checked by the 
Advertising Research Foundation’s 
Continuing Study of Newspaper 
Reading. With an index rating of 
70, it topped, in proportion to space 
used, all national advertisements 
attracting women readers. 

In only six of our 15 reports issued 
by the Continuing Study since Pear] 
Harbor, has the best-read story for 
women been found on the front page. 
Of the first 15 best-read stories, only 
two concerned actual battles. The 
first of these two was reported in 
Study No. 54 (Providence Bulletin) 
conducted on Nov. 12, 1942, only a 
few days after the North African 
landings. The second story appeared 
in Study No. 56 (San Antonio Ex- 
press, Dec. 2, 1942). This, too, dealt 
with the African invasion. The bal- 
ance of the best-read stories had to 
do with rationing announcements, 
reports of local boys in the services, 
movie actresses, babies, murders, 


Siamese twins, measles and black- 
outs. 

Following the same trend, women 
readers in Greensboro were more in- 
terested in ‘‘More Sugar for Presery- 
ing,’ “Top-Notch Musicians,” and 
“Butter, Meat, Potatoes and Cab- 
bage Are Scarce” than in the final 
drive of the African campaign. The 
five best-read stories for men and 
women in this study are as follows 


MEN Page Section Pct. 
Battle Is Joined for 
Last Axis Foot- 
holds ..... 1 1 71 
Entire Nation ‘May 
Have 48-hr. Week 1 1 44 
Devers Names Suc- 
cessor to Andrews. 1 1 47 


Over Eight Million 

Men Under Arms. 1 l 46 

Coal Wage Hear- 

ings Are Resumed. 1 l 44 
WOMEN Page Section Pct 

More Sugar Al- 

lowed for Preserv- 

nt vee, Waelaee Moke 12 1 68°, 

Top-Notch Musi- 

cians at BTC 10.. 1 11 52 

Butter, Meat, Pota- 

toes and Cabbage 

Are Scarce . 

Battle Is Joined for 


Last Axis Foot- 
a re l 1 42 
Teddy Jr., and His 


Son Are Decorated 1 11 42 


Directs M&S Account 

Gray & Rogers, Philadelphia, has 
been appointed to direct the adver- 
tising of Martin & Schwartz, manu- 
facturer of automotive and aviation 
gasoline dispensing pumps. 
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This Postwar Will Be 
Different, Says Trundle 


on what happened after the last) 
war will be making a serious mie~ | 
take, says George T. Trundle Jr., 
trundle Engineering Company, | 
Cleveland, in the 54th issue of | 
‘Trundle Talks.” The situation will | 
ve entirely different this time, he | 
points out, and lists these four rea- 
sons 

1. In the last war, only part of 
American industry was directly 
affected. In this war, all is directly 
affected. 

2. In the last war, there was 
\jittle curtailment of the manu- 
facture of domestic consumer mer- 
chandise. Today it has’ been 
drastically curtailed. 

3. In the last war, with con- 
sumer merchandise available, prices 
vent up, but people spent their 
money. Today, prices have been, to 
some extent, controlled; merchan- 
jise has been scarce, and spending 
margins have gone into government 
ponds to an extent far beyoni that 
f the last war. 

4. In the last war, industrial 
oncerns were permitted to retain a 
substantial share of their earnings. 
In this war, most of their earnings 
are being taken by the government 
through taxes and renegotiation. 

If all that is added up, says Mr. | 
Trundle, there is very little money 
eft in the company treasuries, 
vhile the public has plenty of 
noney just waiting to spend it for 
vhatever improved products indus- 
try will have ready to present to 
them. And in addition, all of Europe 
ind half of the rest of the world 
vill be in need of rehabilitation. 

As to whether government or 
ndustry is going to get into the 
lead after the war, Mr. Trundle 
leclares that all the government 
ureaus in the world could not out- 
lesign, out-produce, and under- 
rice the management and brains 
ivailable in the ranks of American 
ndustry. But there’s no need to 
get into that discussion, he says, if | 
American industry will just get 
eady to step out ahead when the 
lew M-day comes. 

* * 

As the first step toward prepara- 
tion for increased worldwide opera- 
tion, Sylvania Electric Products, 
Inc. has set up an International 
Division with Walter A. Coogan as 
lirector. The activities of the divi- | 
on will include the operations for- | 
nerly carried on by the company’s 
foreign sales department and pro-| 
ide engineering counsel and more | 
frequent and personal contact with | 
the market in each country. The} 

mpany has a number of new 
secret electronic products it will 
elease after the war. 

x a8 


To help the advertising depart- | 
nent of R. G. LeTourneau, Inc., | 
Peoria, Ill., become better fitted for | 
ostwar duties and postwar plan- | 
ing, George C. McNutt, advertising | 
ind public relations manager, is 
giving the entire department aj| 
12-week course in “creative engi- | 


eR REN ARR A RMR 
Whose trade mark is this? | 


If you'll write Collins, Miller | 
& Hutchings, Inc., Photo- 
tiyravers, 207 N. Michigan 
Ave., or phone FRAnklin 


5854, we will tell you. 
a a ae ee ae 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


neering.” The course, developed by 
Lynn W. Ellis, is designed to aid 


: ; | creative writers in organizing their | 
Anyone basing his postwar plans | thinking and writing more effective | 


advertising copy. 
Be at at 
The organization which will be 
responsible for reconstruction of 
Europe is being built now out of 
agencies which exist in the Unite 


| Nations, according to “Rebuilding | 


Europe—After Victory,” a new Pub- 
lic Affairs Committee pamphlet by 
Hiram Motherwell. Chief among 
these are our Office of Foreign Re- 
lief and Rehabilitation Operations, 
the British Inter-Allied Bureau of 
Postwar Requirements, and _ the 
international food commission. The 
pamphlet pictures this United Na- 
tions reconstruction organization 
moving in on armistice-day Europe 
as a kind of receiver in bankruptcy 
to reorganize the continent’s assets 
in trust for its peoples. 
* * 

In a special three-page editorial 
in the June Mill & Factory, Harvey 
Conover, publisher, expresses alarm 
upon his return from a _ ten-week 
stay in England at the surge of post- 


war planning being talked about in|! 


| front,” he declares 
| America can place superior weap- 


| woman 


ADVERTISING AGE 


this country lest it detract from im- 
provement of production methods 
which would help shorten the war. 
Against this activity in this coun- 
try, he points out, is the utilization 
of every means possible by both 
Allies and Axis to not only win the 
war of army against army but also 
the war of industry against in- 
dustry. 

“New weapons must be continu- 
ously developed and outmoded 
weapons scrapped in some cases 


even before they are sent to the! 


“The genius of 


ons in the hands of our fighting 


d men, can save lives and shorten the 


war in direct proportion to the 
effort expended by every man and 
... but we must not allow 
the Lorelei of postwar planning or 
any other crusade or slogan to di- 
vert us from this terrifying obliga- 
tion to our fighting men in all parts 
of the world,” he pleads. 


BSF&D Adds Cory 

Andrew Cory, veteran news- 
paperman and copywriter, has 
joined the creative staff of Brooke, 
Smith, French & Dorrance, Detroit. 
For several years he was city and 
night editor of Toronto newspapers, 
and on the staff of Campbell-Ewald 
Company, Detroit, specializing in 
automotive and industrial advertis- 
ing. He was later manager of 
Windsor studios of Station CKLW, 
Windsor, Ont. 


| 


| 


Pig'n Whistle 
Restaurants Start 
Goodwill Drive 


Los Angeles, June 23.—A large 


Pacific Coast restaurant chain is the | 
latest addition to the ranks of those | 
who are advertising, not for cus-| 


It is our belief that if the reasons 


for any shortcomings in the service 
of our restaurants are explained to 
the public, the public will be con- 
siderate and tolerant.” 

Copy is short and to the point. It 


|carefully avoids any semblance of 


an invitation to dine at the restau- 
rants. Luxury dining is out for the 
duration and menus are restricted 
in variety. “Since we have un- 


tomers now, but for good will and| bounded faith in ultimate victory 


future business. 


The Pig’n Whistle | for our side, and because we realize 


Corporation, operating restaurants| that the time will come when we 


in Los Angeles, San 
Hollywood and Pasadena, has 
tional advertisements in newspapers 
of those cities. 


In commenting on the campaign, | 
president of | 
the corporation, said it was planned | 
retain our greatest | 
asset, which is the good will of the! 


Sidney 


Hoedemaker, 
primarily ‘to 


public. At the same time we be- 
lieve that it will accomplish the 
purpose of building morale inside 
our organization. A third objective 


is to attract enough of the kind of | 


help we need so that we can con- 
tinue operating efficiently. 


Copy Short, to the Point 


“The problem of restaurants like | 
ours, located in cities which have | 
experienced rapid industrial growth | 
and which also are visited by large | 
numbers of our armed forces, is not | 
to secure additional business but to | 


take proper care of what we have. 


Francisco, | may need additional business,” Mr. 


‘ ‘ a, Hoedemaker said, “we are layin 
launched a series of 50-inch institu. | ; ag 


the foundation now to make it 
easier for us to operate profitably 
then.” 

Brisacher, Davis & Van Norden is 
the agency. 


2 General and Mail Duster oe 
- ADVERTISING © 
MERCHANDISING 


SINCE 1926 


CHARLES EDSON ROSE 


= COMPANY . 
43 EAST OHIO STREET- CHICAGO | 


Proteus RIDES THE AIR-WAVES 


... for variety is the spice of radio. Changing its form 
at will, like Proteus, the living-room becomes news room, 
concert hall, cathedral, classroom, opera house, test 
kitchen, theater, banquet hall, army camp, vaudeville 
stage, listening-post between government and governed, 
grange, night club, police station, town hall, and market 
place. Any or all, as the listener likes. 


Westinghouse Radio Stations Inc exercises constant 
care to maintain the highest standards of American 
broadcasting. From dawn to yawn, I9 hours a day, pro- 
grams are geared to the public good. Brightest stars 


WESTINGHOUSE RADIO STATIONS Inc 


wowo 


of the radio world are brought to Westinghouse audi- 
ences through programs of the NBC and the Blue Net- 
work. Programs produced locally are planned to reflect 
community interests and preferences. 


Full coverage from the world’s finest news-gathering 


agencies insures the latest authentic news, and alert 
special-events staffs are on the spot where things hap- 
pen. In short, the listener comes first at Westinghouse, 
and the sponsor buys a known quantity . . . ears that 
hear, and purses that discriminate. 


* WGL* WBZ * WBZA 


KYW * KDKA 


| ee ma ‘eee % i 
| | a aa 
‘aa 
eae 
a 
i a : ee 
oy, 
2 ae 
"7a ee Sa 
1S iO itr 
AQ baie a alae 
\ > \ cane : 
ROSE KNOWS ne 
\ e ceca 
A ¥ ‘ 
ACDRP>REO@®#W YF 
a = =—hl 
a ee - 
_ ___ oi 
| | | 
; 
2 4 
cz 
\ 4 
\ re 
‘ os a | 
‘ rn “ i ie 
‘ Ae! 3 - A eee 
re. : , . ; . — ‘ ae oy 
eee : 
Ne) all 
n ’ ; Sian rie 
; \ | sali f a 
- ; - iit : 
e 5 4, > : ae be ” : . P 
| atte st ena “ ! . “sa 
d 7 > > ery : ; 4 
t. : N 
4 i —S = 
7 7 ss ~ Rime = , , oe 
- a. 4 : ¢ eee : 
: i ag 4 ‘ — Fee 4 
es “ ta 7” ist F : . ‘a 2s wi 1 Np 
4 sgt — . - ete i 
Pe, é = & oat . fis ‘s % 5 . \ aa 4 y , Si seer “a i . , 
: cae : : a eta Suit, A _— 
as , ‘ , = } gee a ia ; 
- bite eis: z= i ae Pye bi: . . ; 
4 =. ad a 2 : _ 4 ae . ba > 
: he os eee i. Re. 
7 SET hs, a — ‘joe 
— ‘ a ‘ — me 
, > Hen, n ae 7 
as oad A po 
> = 
u- ~~ 
mn SS ~~ 4 
j 7 
- Po ; | 
| | 
@) oaiaiats 
eee ae 7 i 
~ * -_ a wav 
2g Rate i : 
nd — bc ee 
wo. a 
2, 
oe - Bi og 
» 4 ae a) wry 
Sa 
oe a 
. ee | a 
Se 
es. oy, ad ‘< 
See oak ae NMP an Bee Fi heee ne eee S es ye ae Ad <I Ree eral naan Soh tay, tes, Cae 
Sy m v8 Pr Age na Np: aks Pe . ” gis = : : ey: ~s Ane eke 3 ata .. + arg ; —— 5F, a ‘ an S ‘ . rere e pt het 
rte es ks eRe “ ay Tee ae “2 a ree F ees A dS ee ee platoon rho a te ry be gee PA ety aS de oe at! ; are ag ate ta teh See 
> mae es : : - : . 7 R 255 Fe 5 ioe 4 “ m im eae oe bs 4 1 . +84 as ! a oe ; eiert ‘ oe ye ~ poe ioe Vee a LAP as ] : i x i sitigs oie aie 
et 4 Pe +4 eet * Ya : 5 "i Bl : r “ * / Kis . B 4 ad Pe P jaa ee $$ ve 


40 


ADVERTISING AGE 


June 28, 1943 


Put House in 
Order Now, Dalton 
Tells AMA Group 


New York, June 22.—Now is the 
time for industry to put its house 
in order if it wants to take advan- 
tage of the unlimited postwar 
opportunities which face it, Charles 
J. Dalton, director of the postwar 
policy division, American Type 
Founders, told the postwar planning 
group of the American Marketing 


tional, global aspect of postwar 
planning must be kept in the fore, 
our own national security plays the 
dominant role. At the same time 
he deplored the superfluity of post- 
war speech-making and advocated 
more “doing.” 

Explaining how internal prob- 
lems of his company are dealt with, 
Mr. Dalton told of the setup in 
which groups of employes, known 
as reconversion groups, are called 
in, permitted to offer suggestions, 
sans criticism, and then given a 
week or so to “think it over.” At 
the end of this time the problem is 


Association here Friday. 

Detailing what his company 
doing in anticipating a 
cessation of hostilities, 


is 
sudden 
Mr. Dalton 
pointed out that while the interna- 


then tackled again, when the 
wrinkles are usually ironed out. 
On the assumption that the war 
will end very suddenly, the speaker 
told his listeners of his lack of 
faith in postwar surveys. His own 


company, serving the graphic arts 


STRIPS FOR 
ACTION! 


For ELEVEN YEARS we have 
specialized in the production 
of geome strips and car- 
toon artwork for leading ad- 
vertisers and agencies— 


Johnstone & Cushing 


155 East 44 Street, New York City 
MUrray Hill 2-6236 


and printing industries—the end use 
of which is advertising—is not dis- 
turbed about postwar unemploy- 
ment, but is thinking in terms of 
increased employment and keeping 
in touch with former employes now 
in the armed services through com- 
pany bulletins, Mr. Dalton said. 


Appoints Bloch 


Hussmann-Ligonier Company, St. 
Louis, manufacturer of refrigeration 
equipment for hospitals, hotels and 
restaurants, has appointed H. 
George Bloch advertising agency, 
St. Louis, to handle a portion of 


their advertising. 
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In case you haven't guessed, “Old 
No. 10” is that strange New Yorker 
who doesn’t ride the subways—and 
see the subway station posters. 


Even before the war, we had No.10 
tabbed and knew what an eccentric 
old duck he was. We were hep to him 
because the ace researcher of the ad 
business sent a crew of keen-eyed 
lads and lasses into the underground 
with orders to dig out the FACTS. 

Rattling his tabulator like mad, 
the researcher ticked off 5.638.800 
as the total of individuals who rode 
the subways in a month. Counting 
adults only, he found that nine out 
of ten New Yorkers monthly went 
into and out of the stations where 
the posters stand right out and hit 
you with all the colors that ink can 
register. 

What with the war now— what with 
“gas” rationing, more active business 
and other influences, monthly riding 
has hit the record total of 165,000,000. 
and for all we know, the proportion 
of individuals riding is nearer 10 out 
of 10 Mavbe Old No. 10 is a 


phantom, today. 


Anyway, it’s clear that the way to 


post ALL New York—to be sure that 


Copyright, 1943, New York Subways 
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Advertising Co., Inc., 630 Fifth Avenue, New York City. 
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ALL New Yorkers see your message 
—is by subway posters on the sta- 
tion platforms. 


It’s also the least expensive way 
to put across a product... or an 
idea... with ALL New York. At 1.8¢ 
per thousand circulation, subway 
posters, in color, cost less than any 
other eye or ear medium serving 
the city. 


And that isn’t all. Subway posters 
also give: 


~~wowowonewee~- 


* Daily double repetition—the aver- 
age rider takes 26 subway trips a 
month. 

*Long exposure—average waiting 
time for trains is 90 seconds—long 
enough for a detailed “public service” 
type of message to be read. 


=—asaowowoeoee~ 


* Point-of-sale influence—stores are 
concentrated near subway stations. 
ee who cares about Old No. 10 
if he really is still unconverted to 
subway riding? 


dinctrely- 


Billa! 


Getting Personal 


Capt. Russell L. Putman, pres. of Putman Publishing Co., Chicago, 
is displaying photographic evidence of the impressive-size fish he 
caught at Miami with fellow officers. “Put,” who was a flyer in World 
War I, rejoined the Army air force in April and after taking his in- 
doctrination at Miami Beach reported to Mitchell Field, Long Island. . . 

Harriet Evans Jr., daughter of Keith J. Evans, a.m. of Inland Steei 
and Jos. T. Ryerson & Son, Chicago, is taking a special radio course at 
Northwestern University this summer in preparation for war work 
in this important field. . . Ray Schaeffer, of Marshall Field & Co., who 
is now handling all war activities for the company, will celebrate his 
twenty-fifth anniversary with Field’s next fall. . . 

S. DeWitt Clough, president of Abbott Laboratories, North Chicago, 
Ill., was formerly advertising manager of the company, and in that 
capacity was president of the Chicago Advertising Club during World 
War I. He has not lost his keen interest in advertising club activities. 

Claude McBroom, personnel mgr. of Meredith Publishing Co., Des 
Moines, was elected pres. of the Natl. Office Management Assoc. at its 
24th annual convention in Detroit. . . Sam Nelson, adv. dir. of Ideal 
Publishing Corp., New York, threw a cocktail party at the Drake in 
Chicago, last week, at which Chicago members of the ad fraternity 
enjoyed seeing Bill Cotton, Ideal pres., and others from the New York 
office. .. 

Rush Strayer has resigned as sales mgr. of the Hotel Roosevelt, 
Pittsburgh, to become an overseas club director for the American Red 
Cross. . . Arthur R. Tidy of the adv. dept. of T. Eaton Company, 
Toronto, has been appointed instructor of the advertising classes con- 
ducted at the Northern Vocational School under sponsorship of the 
Advertising & Sales Club of Toronto. . 

Stanley Smith, western representative of Purchasing, is being con- 
gratulated upon the arrival of a baby daughter, Rita Marie. This is 
the first visit of the stork to the Smith menage. . . Madge Drake, space 

J paver? 7” buyer for MacFar- 

land, Aveyard & 

CLEVELAND VISITOR Ca. Chicane 

agency, who re- 

cently underwent 

an operation, is 

improving rapidly, 

but is not expected 

to return to her 

desk for several* 
months. . . 

The dog on the 
cover of the July 
American Maga- 
zine is the pal of 
Gene Castle, head 
of Castle Films, 
New York. Gene 
explains it thus: 
“Since there are 
only two males in 
my family, thev 
naturally picked 
the better-looking 
and the one with 
the distinguished 
pedigree.” . . For- 

: rest U. Webster 
has received a pair of gold leaves, signifying his promotion from cap- 
tain to major. The former MacManus, John & Adams exec. is adju- 
tant, Fort Wayne Ordnance Depot, Detroit. . . 

Granville Toogood, v.p. of N. W. Ayer, Philadelphia, and Mrs. Too- 
good made the stork column with the arrival of a daughter May 30... 
and Bruce Robert arrived June 1 at the home of Bob Simon, adv. and 
prom. mgr. of The Welding Engineer, Chicago. . . 

Loretta Foellinger, sister of Helene Foellinger, owner-publisher of 
the Fort Wayne News-Sentinel, has been commissioned a 2nd lieut. in 
the Civil Air Patrol. Her appointment as flight leader makes her the 
first woman CAP officer to be commissioned in the Fort Wayne area. . . 

E. B. Dunigan, retiring as head of Sears, Roebuck & Co. catalog 
production after 40 years’ service with the Chicago mail order house, 
was honored by co-workers at a dinner last week. He was presented 
a silver plaque... 

Percival White, market research authority, New York and Stam- 
ford, Conn., is the author—words and music—of a rousing battle song, 
“France Forever!” .. . Roger M. Holt, formerly with McCann-Erickson 
in Minneapolis, has been promoted to the rank of captain as regimental 
munitions officer. He’s stationed at Camp White, Ore. . . NAB prexy 
Neville Miller, at one time assistant to Princeton’s president, Harold W. 
Dodd, has been elected alumni trustee at large of the university. . . 

At the final luncheon meeting of the Art Directors Club in New 
York, William Adriance, retiring president of the club, was the guest 
of honor. . . Struck by one of New York’s cowboy taxi drivers, Joseph 
Brattain, head of production in Erwin, Wasey & Co’s. radio dept., suf- 
fered eight broken ribs, was rushed to Bellevue hospital and given 
several blood transfusions and placed in an oxygen tent. His friends 
will be glad to learn that at last reports Joe is coming along very 
nicely. .. 

If you didn’t know it before, you will now, that Norman D. Waters, 
head of the New York agency bearing his name, is president of the 
American Television Society. .. Recently returned from England where 
he visited war industries, Arthur Kudner, of Arthur Kudner, Inc., is 
the author of an article in this month’s Atlantic Monthly titled “Eng- 
lish Morale.” . 

In Flatbush, located in Brooklyn, bailiwick of the fast drooping 
Dodgers, Margaret Markland said “I do” to Grant V. Hastings of New 
Orleans. Margaret is media director of Gotham Advertising Co., New 
York. . . Chester J. LaRoche will give his daughter Joan Hopkins in 
marriage to Aviation Cadet Richard Garrisin Sinclair next month. . . 

Ed Clark of Marschalk & Pratt didn’t exactly blame it on the heat 
when he overheard one of the agency’s v.p’s. remark that “a wolf is 
the guy who pulls the wool over a sweater gir!’s eyes.” 

In 1937 Ed Klauber, exec. v.p. of CBS, built a dam to create a swim- 
ming pond at his summer home in Connecticut. The dam marked the 
boundary between Mr. Klauber’s property and that of a neighbor who 
objected to damming of the brook, and went to court, on the grounds 
that his land was flooded by the pond. The court ruled land was 
swampy, rocky and bushy, and that no damage was done. The 
neighbor appealed to the Supreme Court, which ruled that since he 
was digging his own excavations on his own land to build up a case, 
Mr. Klauber’s dam shall keep on damming... 


C. L. Eshleman, president, Griswold-Eshleman Co., greets 
Ist Lieut. Mildred Van Horn of the WAAC, as she visits 


former associates at the Cleveland agency. In Cleveland 
on temporary recruiting duty, Lieut. Van Horn will return 
to Syracuse shortly, where she is sub-station commander 

at the WAAC recruiting office. 
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Sun & Western Electric 
Use Radio for Help 


Sun Shipbuilding and Dry Doc, 
Company, faced by a tremendoys 
need for more workers for its Lip. 
erty ships, is utilizing WFIL, Phila. 
delphia, to recruit labor. Heard op 


“Sweet Land of Liberty” from 1:39 
to 2 p. m., EWT, the program te]), 
workers in nonessential industrie, 


of the opportunities they may fing 
in a shipyard and the training the, 
may receive for this essential work 

Western Electric Company ha; 
signed for a series of five-minute 
broadcasts over WOR, New York 
effective June 28, devoted excly-. 
sively to bringing listeners to apply 
for jobs in the company’s plants 
The help wanted calls will be aireg 
Mondays through Thursdays from 
9:45 to 9:50 a. m., Fridays from 
8:55 to 9 p. m., and Sundays from 
5:25 to 5:30 p. m. 


Ohio Industrials Elect 

J. X. Farrar, assistant secretary 
and advertising manager, Jeffry 
Mfg. Company, Columbus, O., has 
been elected president of The Cen- 
tral Ohio Industrial Marketers, suc- 
ceeding H. L. Young, advertising 
manager, American Zinc Sales Com- 
pany. Other officers elected are 
vice-president, John Stover, presi- 
dent, The John Stover Company 
treasurer, Glenn C. Baker, Ruby 
Chemical Company; secretary, Gor- 
don Root, Kinnear Mfg. Company 


C E NS US 
BUREAU’ 


Because it’s our busi- 
ness to know _ the 
metalworking indus 
try, the job of getting 
information and keeping it con- 
stantly up-to-date is no sideline 
with us. It’s a very important 
part of our publishing picture 
with a three way purpose: 


1. To keep STEEL going to 
the right places. 


2. To help our Editors do a 
more effective job. 


To supply our advertisers 
with market facts and fig- 
| ures. 


By maintaining our own little “censv 
bureay” we have become the logical 
headquarters for information on the 
metalproducing and metalworking it 
dustries. Advertising men and sales mat 
agers tell us that our new Market Studs 
is the most helpful collection of dats 
they have seen on the metalworkint 
industry. For instance, it shows which 
plants account for 90% of the industry: 
volume (and incidentally, how STEEL 
coverage matches up with these plants) 
That’s only a small part of the story 

|}want to hear more? STEEL, Penton 
Building, Cleveland, Ohio. 


A PENTON 
| Publication 


| 


2. Hipiues of i 
| Metalworking & Metalproducing 
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Paperboard Mills 
Back Appeal for 
Waste Material 


(Continued from Page 1) | 
kind of waste which would be most | 
helpful in the drive to increase pro- | 
duction of paperboard and other 
packaging requirements. 

The campaign, approved by the 
War Production Board, and paid for 
by the Waste Paper Consuming In- 


Dailies Plan ‘Paid 
Ads to Promote 
Pulpwood Cutting 


New York, June 24.—Aroused by 
the dwindling pulpwood supply, 
bey publishers of the country 

the request of the ANPA News- 
mB nas Pulpwood Committee are 
raising a fund to buy paid advertis- 
ing in weeklies and small dailies in 
pulpwood areas urging farmers to 
cut more wood for pulp. 

Contributions at the rate of five 
cents for each ton of newsprint con- 
sumed during 1942 are being re- 
quested in a letter sent by the com- 


| the advertising fund are the eight | 
‘large-city members of the ANPA| 
pulpwood committee. The adver- 


tising campaign will be undertaken | 


in cooperation with Pulpwood Con- 
suming Industries, representative 
of the pulpwood mills throughout | 
the United States. Members of this 
group are raising a fund on the 
basis of five cents per cord of wood 
used annually. 

Citing the threat of a further 
drastic cut in newsprint supplies 
unless the pulpwood stockpile is 
replenished, the ANPA committee 
said: 

“We know that newspaper adver- 
tising figuratively can move moun- 
tains and we are sanguine that our 
faith will be justified.” 


five cents a ton a sum of $167,500| , 
if all dailies came Tydol Opens Drive 


would be raised, 
in for their full amount. 


Walter M. Dear, 


Howard Newspapers, 


Tribune; 
News; 


Sun; 
Bulletin; 
berger, New York Times. 


Ney Joins Everling 
Richard T. Ney, 


Members of the committee are: 
Jersey Journal,| pany, New York, for the first time 
chairman; W. G. Chandler, Scripps-|this year is advertising its Tydol 
New York; Flying gs 
|Howard Davis, New York Herald, oe 5 insertions ranging from 1,000 

F. M. Flynn, New York | to 
W. E. Macfarlane, Chicago | 
Tribune; W. F. Schmick, Baltimore 
R. W. Slocum, Philadelphia | 


and Arthur Hays Sulz-/|ter’s new motor fuel made by the 


formerly with} 
the industrial division of RCA-Vic- | ‘A,’ gasoline so powerful, so efficient, 


for Flying ‘A’ Gas 
| Tide Water Associated Oil Com- 


gasoline with 


large 
1,750-lines in 200 newspapers in 
156 cities east of Pittsburgh and 
north of Virginia. 

Copy tells the story of Tide Wa- 


Houdry catalytic cracking process 
'and its manufacture of 100 octane 
aviation gasoline for United Nations 
|/war planes. It promises, for the 
postwar period, “in the new Flying 


ne —~ er tor and N. W. Ayer & Son, has|that entirely new and _better cars 
pea py a “\~o mittee yesterday to a majority of| Total newsprint consumption by| joined Lawrence I. Everling, Phila-| will be built around it.” Lennen & 
ap - a ao eva , ailies i an 4 . a 
cago, Milwaukee, Cincinnati, Co- the daily newspaper publishers of| all U. S. dailies in 1942 was in the| delphia agency, where he will head| Mitchell, New York handles the ac 


the country. First contributors to| neighborhood of 3,350,000 tons. At} the industrial advertising division. | count. 


ROADCASTS 


TRADE MARK REGISTERED 


lumbus, Toledo, Indianapolis, Pitts- 
burgh, Kansas City, Detroit and 


Cleveland. While experimental in 
character, it is expected to run for 
some time. 


The importance of brown waste 
paper in the manufacture of Kraft 
papers needed in munitions work is 
dramatized in the copy, which de-| 
clares, “This city’s tons of brown | 

g waste paper will help drop tons of | 
° bombs on the Axis! Waste paper | 
has become a ‘weapon of war.’ ” 

In suggesting the types of prod-| 

i, ucts which wrapping papers of all | 
y kinds will help to manufacture, the | 
- advertising says that bomb bands, | 

blasting powder kegs, airplane parts | 
and overseas containers are now be- 
ing made from salvaged waste| 
paper. 

Takes Place of Wood Pulp 


“Brown-colored paper,” it is ex-| 
plained, “is substituting for wood | 
pulp used by mills in this area in 
producing essential war materials. 
Save and sell your accumulations of 
all brown-colored papers.” 

The types of paper urgently) 
needed are said to be brown boxes, | 
brown bags, heavy brown papers, | 
wrapping paper, corrugated paper) 
and brown waste basket paper. 
These are “strong” papers, made | 
from wood pulp. 

Telephone calls from citizens of- | 
fering salvage are being handled in| 
most cities through a local office of 
the War Production Board, which 
transmits them to the conservation | 
committee of the consuming indus- | 
tries. The Midwestern campaign. 
may be followed by similar localized 
efforts in the East. The advertising 
is placed through the Olian Adver- | 
tising Company, St. Louis. 


B & B Adds Two 


Nan Fitzgerald, formerly with the. 
National Research Bureau, Chicago, | 
has joined the radio department of | 
si- Benton & Bowles, New York. Bessie 
he Galbraith, for the past three and a_ 
half years a copywriter with N. W. | 
Ayer & Son, has joined the copy | 
ng department of the agency. Prior to 
vn joining Ayer, Miss Galbraith was 
advertising and publicity manager | 
of Sommer & Kaufmann, San Fran- | 
cisco, 


Wittgraf to Walker Agency 

Ralph F. Wittgraf, for the past 
eight years advertising manager of | 
International Milling Company, | 
Minneapolis, and prior to that with 
Hardware Mutual Fire Insurance 
Company, has joined Harold C. 
Walker, Advertising, Minneapolis, 
aS an account executive. 


eyes and ears 
SIMULTANEOUSLY ! ! 


VITAL INSPIRATION FOR COMMUNITY SECURITY—stout-spirited war messages—attract the 
eyes and ears of understanding audiences in thousands of theatres, by means of SCREEN BROAD- 
CASTS. They assure favorable ACTION because they serve to widen the horizons of both VISION 
and HEARING simultaneously. 


aT" 


THE TREND TODAY is for alert business in all fields to focus more and more of its advertising upon 


the interpretation of government wartime policies, and to planning for post-war action. 


SCREEN BROADCASTS are crisp, less-than-a-minute screen spots that effectively convey crystal- 
lized ideas. These authentic films have been specially created for your advertising sponsorship, building 
long-range good will while highlighting these local-level war campaigns .. . 


WAR SAVINGS °® OPARATIONING °® CIVILIAN DEFENSE af 
ODT WAR TRAVEL ° LABOR JOB SAFETY 


and others now being produced under supervision of U. S. Government agencies. 


WITH ONE MEDIUM you can reach a potential weekly audience of your selection—national, regional 
or local. Sponsor's message climaxes each film, linking your product with a definite factor for good will. 
Guaranteed showings every other week, as part of the regular program in leading theatres from coast 
to coast. No production cost... surprisingly low distribution rates cover everything. Campaigns com- i 
missionable to Advertising Agencies. Bel, 


WRITE OR WIRE FOR THE COMPLETE STORY— 


Ask us to send you a copy of new, illustrated booklet "What More Can We Do?". 
Better still, WIRE COLLECT for representative to call, to give you full facts and to 


demonstrate the films. 


MOTION PICTURE ADVERTISING SERVICE CO., |! 


NEW ORLEANS, LOUISIANA 


923 15TH STREET, N. W. 
DISTRIBUTORS IN SOUTHERN, ATLANTIC AND 


NEW ENGLAND STATES 


500,000 


STOCK PHOTOS 


Nelwork of Thealne Commumiicalion” 


ROADCASTS 


WASHINGTON, D. C. 


UNITED FILM SERVICE, INC. 
KANSAS CITY, MISSOURI 
DISTRIBUTORS IN NORTHERN, MID-WESTERN 
AND WESTERN STATES 


S 


| WRITE FOR INFORMATION — 
ABOUT OUR CATALOGUE 


NC. 


25 S. WABASH AVENUE 
_ CHICAGO | 
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Postwar Kitchen 


Given Preview by 
Libbey-Owens 


Toledo, O., June 23.—A parallel 
of the little man who wasn’t there 
—a “Kitchen of Tomorrow” with 
hidden cooking stove, refrigerator 


and sink—was unveiled here yes-| 


terday by Libbey-Owens-Ford Glass 
Company at a special preview. 

The kitchen, fashioned by design- 
ers for the company, incorporates 
new features of functional design, 
and was shown to newsmen, archi- 
tects, manufacturers and other de- 
signers. Decorative and useful ad- 
vantages of glass are pointed up in 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours dally 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* *& THE * * 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


| ing outfit is within reach nearby. 


the full-scale model of the postwar 
kitchen. The company believes that, 
if produced on a volume basis, the 
kitchen could be incorporated in 
medium and low-cost homes. 

All essential equipment 
signed so that it may be closed 
when not in use. The sink and 
dishwasher are completely enclosed 
and the sink cover is designed so 
that when it is raised and slid 
behind the unit it flashes light over 
the work area. A white vitrolite 


is de- 


undersurface serves as a_ splash 
panel. Foot pedals operate the 
faucets. A built-in dishwasher uses 


corner space that would otherwise 
be wasted. 

The cooking unit, also hooded 
and self-illuminating, is fitted with 
removable recessed utensils. Built 
into the same unit are the waffle 
iron, sandwich grill and automatic 
toaster, while a complete food mix- 
A 
triple-duty oven, pan-frying grid- 
dle and rotary barbecue is covered 
by a steamtable-like hood of heat- 
tempered glass which provides full 
visibility. The refrigerator has four 
times the capacity of present models, 
according to the company, and 
serves aS a convenient service 
counter, supporting an illuminated 
china cabinet and separating the 
kitchen and dining alcove. 


. 


New Ad Council Director 


Buell W. Hudson, publisher, 
Woonsocket Call, has been elected a 
director of the War Advertising 
Council. He joins Edwin S. Friendly, 
general manager, New York Stun, as 


Female Majority 
in United States 
Rapidly Nearing 


Men Will Lose Their 
Preponderance This 
Year, Is Prediction 


New York, June 23.—A new era 
is rapidly approaching in which 
women will be in the majority in the 
United States, a change that holds 
implications of vast importance in 
the future of business, Frank R. Wil- 
son, assistant to Secretary of Com- 
merce Jesse Jones, declared yester- 
day at the 35th annual meeting of 
tie Special Libraries Association. 

“Despite the fact that nature pro- 
vides approximately 106 males to 
each 100 females the lengthening of 
the life span of the so-called weaker 
sex, combined with the greater vul- 
nerability of the ‘stronger sex’ to the 
hazards of life, is about to bring an 
end to the long-standing male dyn- 
asty,” he predicted. 

The 2,800,000 male majority which 
the nation had in 1910 is being 
whittled away at the rate of 100,000 
a year, according to census figures. 


Becoming “Elder Nation” 
“Some time this year, regardless 


a newspaper representative on the 
council board. 


,as a ‘youthful nation’ and become 


Elliot, McNabb Advanced 


Emerson Elliot and William Mc- 
Nabb, media director and art direc- 
tor, respectively, of Campbell- 
Ewald Company, New York, have 
been appointed vice-presidents of 
the agency. 


of our war casualties, this nation 
will pass from its traditional role 


one of the so-called ‘elder’ nations,” 
he said. A characteristic of a youth- 


“THIS HERE GLACIAL LAKE NOW MEANS 
BUSINESS FER SMART ADVERTISERS! IF | 
YOU'D LIKE TO KNOW WHY-WRITE WDAY 


FOR A COP 


4 se = 


~ 


fa 


4 


Y OF THEIR NEW DATA BOOK!” 


WDAY 


My rarco. N. D.- 5000 WATTS-N.B.C. AND BLUE 
; AW AFFILIATED WITH THE FARGO FORUM 


FREE & PETERS, NAT’L REPRESENTATIVES 


|business, including increased effici- 
/ency in all types of production due 


Furniture Marts 
Plan Winter Show 


Chicago, June 23.—While retail- 
ers combed the market for available 
merchandise to replenish their sup- 
plies, the American Furniture Mart 
and Merchandise Mart announced 
today that a winter furniture mar- 
ket will be held here for two weeks 
starting Jan. 17, 1944. 

The date, two weeks later than 
customary, was chosen to cooperate 
with the ODT in avoiding holiday 
travel. 

The summer market, which got 
under way this week with the bless- 
ing of the WPB Office of Civilian | 
Requirements, opened with brisk | 
activity among buyers and _ the| 
belief that allotments of merchan- 
dise set aside for the 10-day affair 
would soon be snapped up. A| 
larger supply of furniture and home| 
furnishings is anticipated by some | 
market leaders for the January | 
trade. 

Meanwhile, the National Retail | 
Furniture Association in coopera- | 
tion with other trade groups an-| 
nounced it would formulate a plan| 
for release of frozen materials | 
which cannot be used in the war 
effort. Louis S. Bing Jr., board | 
chairman, said the WPB would be} 
asked to release materials, parts | 
and semifabricated parts which can | 
be turned to civilian uses. 


| 
| 


| 
| 
| 
| 


Outdoor to Appeal Suit 


Central Outdoor Advertising| 
Company, Cincinnati, has announced | 
it will appeal the $13,000 suit} 


awarded R. Edward Turner Jr.,| 


pany, Cincinnati, in the Court of 


Magazines Gain 
19.4 Per Cent 
in First Half 


New York, June 24.—Month\y 
magazines carried 7,969,233 lines of 
advertising during the ffirst six 
months of 1943, according to an 
analysis of the figures of Publishers’ 
Information Bureau. This was a 
gain of 13.1% over the 7,047,099 
lines carried during the first half 
of 1942. 

During the first five months of 
1943, weeklies carried 6,071,134 
lines, a gain of 28.9% over the 
4,710,994 published during the cor- 
responding 1942 period. The aggre- 
gate of all magazines during the 
first half of 1943 (June figures for 
weeklies missing) was 14,040,367, a 
gain of 19.4% over the 11,758,093 
published during the 1942 half. 

The score for general magazines 
during the first half of 1943 was 
3,411,484 lines, compared with 
2,988,787 in 1942, a gain of 14.1%. 
Women’s magazines published 
4,063,337, a gain of 11.7% over the 
3,636,752 carried in 1942. The best 
percentage showing was achieved 
by standard magazines, which 
rolled up 136,738 lines during the 
first six months of 1943, for a gain 
of 104.8% over the 66,779 published 
during the same 1942 period. Out- 
door magazines had a gain of 0.8% 
during the 1943 half, with 357,674 
lines, compared with 354,781 in 


Wester Joins McGillvra 


Fred Wester, formerly with Ped- 


president, Turner Advertising Com-| lar & Ryan and Batten, Barton, 


Durstine & Osborn, New York, and 


: a. ‘ “ Common Pleas of Hamilton County,| more recently sales manager of 
= Age ay Pred hs ry paging 1.7 The case, heard before a jury,| Purity Bakeries, New York, has 
plained ‘ |was won by Mr. Turner on his| joined the sales staff of Joseph 

The 100 000 women who every | claim that the defendant damaged | Hershey McGillvra, Inc., New York, 
year hereafter will be denied the op- his reputation. |national radio station representa- 

' ane tive 
portunity to marry will, of necessity,| ., i ' 
assume a larger part in activities as- | Ritter Elects Officers . . 
sociated with livelihood and thus be) pjrectors of Philip Ritter Com. Davis Joins Ad Bureau 
oe aaa import to business, he! pany, New York, last week elected| Malcolm Davis, formerly field 


He estimated that because of the 
accelerated marriage and birth rates | 
the population by July 1 of this year 
should approach 136,500,000. 

Mr. Wilson took up other vital 
long-range trends that would affect 


ito the acceleration of war produc- 
| tion. 

“Our labor force for 1946 will 
|have the capacity to produce 46% 
;more than in 1940,” he said, “and | 
/unless the postwar era can sup-| 
|port a vastly increased volume of | 
production and services, unprece- | 
|dented unemployment will be inevi- | 
| table.” He predicted that if the na- 


| 
tional production in 1946 equals only | 
‘the production in 1940, 19,000,000 | 
| workers will be jobless. | 
| 


Family Size Decreases 


, Other trends he noted included the 
|long-time decline in the size of the 
javerage family, the tendency for | 
\families to include more dependent | 
‘old people and fewer dependent | 
| children, the increasing warmth of | 
‘the climate and the increasing length | 
|of the growing season, and the con- 
tinued decline of agricultural popu- 
lation. 

Informative and inspirational ad- | 
| vertising in today’s newspapers is 
| being read on the average by far 
greater numbers of people than the | 
best product-selling advertisements, 
| James R. McLauchlen, of the Bureau 
of Advertising, American Newspa- 
|per Publishers Association, told the 
association. 

Findings of the Continuing Study | 
of Newspaper Reading show, Mc-| 
Lauchlen declared, that the public 
tremendously interested in the | 
accomplishments of industry since 
our entrance into the war. “On this | 
foundation of public attention,” he | 
continued, “industry now has an op-| 
portunity to build public under- 
| standing. 

“It doesn’t discount partiotism to 
say that without industrial leader- 
ship, America would still be a dream 
unrealized.” 

The meeting of librarians was un- 
der the sponsorship of the national 
advertising group of the association, 
comprising business librarians on 
the staffs of advertising agencies, 
publishers and broadcasters. 


1S 


Appoints Wynkoop 

A. H. Wynkoop, formerly city 
editor of the Daily Reporter, Leb- 
anon, Ind., has been named public 
relations director of the U. S. Ma- 


chine Corporation, Lebanon, manu- 
facturer of Winkler stokers. 


| assistant 


Philip Ritter Jr., president; Walter 
J. McIndoe, vice-president; George 
Mason, secretary; H. P. Bender, 
treasurer. Philip Ritter 


Sr. continues as board chairman. 


| representative for Banking, Ameri- 
}can Bankers’ Association journal, 

New York, has joined the sales staff, 
| Bureau of Advertising, ANPA, New 
' York. 


THE RIGHT INTRODUCTION 
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PEORIAREA! Folks 


s only radio station for 


entertainment, news, and public service features. 


It’s the one medium that gives complete coverage 


of PEORIAREA—17 
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of Central Illinois’ rich- 


il counties. 


CONLAN SURVEY SHOWS WM BD DOMINANT 


36,955 completed calls surv 


Robert S. Conlan & Associates 


proves WMBD far out in 


morning, afternoon, and evening. 


It's an eye-opener! 
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john H. Dunham, 
Agency V. P., Dies 
After Long Illness 


Chicago, June 22.—Funeral serv- 
ices were held here today for John 
Handy Dunham, vice-president of 
Aubrey, Moore & Wallace. Mr. Dun- 
ham, Who was 62, died at his home 
in Glencoe Saturday night after an 
illness Of several years. During that 
period he underwent four opera- 
tions. 

Mr. Dunham’s early business 
career Was spent with International 
Silver Company, of which he be- 
came western manager. Shortly 
after Erwin, Wasey & Co. opened 
Chicago offices in 1915, he cast his 
lot with that agency. Advertisers 
were talking a great deal about 
fundamentals in those days and Mr. 
Dunham’s first work was as re- 
search man for the agency. His 
work with International Silver, 
however, led him naturally to con- 
centrate on an allied account, West- 
ern Clock Company, and he was ac- 
unt executive for Big Ben during 
most of his stay with Erwin, Wasey. 
Another success to which he con- 
tributed was Omar cigarets. 

He next moved over to Williams 
& Cunnyngham, where he spent four 
years. He resigned in the early 20’s 
to form his own agency, the John 
H. Dunham Company, the first of 
two to operate under that name. 
The fast-growing radio field at- 
tracted his attention and he came 
up with the Fansteel battery ac- 
‘count, which had a billing of $500,- 
000 a year for several years. Later, 
Mr. Dunham formed a partnership 
with the late Charles C. Younggreen. 
When that alliance was terminated, 
1e joined Hayes MacFarland & Co., 
moving to Aubrey, Moore & Wallace 
n 1940. Among accounts he di- 
ected there were O’Henry, O’Cedar 
ind Club Aluminum. 

While Mr. Dunham never forgot 
the early training he received in the 
idvertising business, and always 
dug for a solid foundation on which 
to build, he was regarded by his 
issociates as one of the best rounded 
executives in the field. He was a 
good copywriter himself, but was 
a better judge of copy written by 
thers. He used the blue pencil 
sparingly and most of those who 
wrote the original copy were quick 
to admit that it had been improved 
by a few deft touches. Mr. Dunham 
was a fine salesman and an in- 
genious merchandiser. His highly 
developed sense of policy enabled 
ium to make some unusual con- 
tributions to his clients’ businesses. 

Mr. Dunham is survived by his 
widow, a daughter and a son, John 
Handy Dunham Jr. 


MRS. W. B. MELONEY 

New York, June 23.—Mrs. William 
Brown Meloney, one of the coun- 
try’s outstanding journalists and 
for the past eight years editor of 


This Week Magazine, Sunday mag- 
azine appearing in 21 U. S. dailies, 
died at her home in Pawling, N. Y., 
today. 

She began newspaper work while 
in her ’teens, and spent more than 
40 years as a reporter, editor, author 
and philanthropist. At 18 she was 
chief of the Washington bureau of 
the Denver Post. She later worked 
on the Washington Post, New York 
World and New York Sun, as an 
editor of women’s magazines, and 
for the New York Herald Tribune, 
where the idea of This Week Maga- 
zine evolved. Her rehabilitation 
work abroad after the last war won 
her decorations from France, Bel- 
gium and Poland. 

In 1930 she instituted the annual 
forum on current problems for the 
Herald Tribune. 


CONDE HAMLIN 


Rowayton, Conn., June 23.— 
Conde Hamlin, at one time vice- 
president and general manager of 
the Pioneer Press, St. Paul, Minn., 
who retired in 1915 as _ business 
manager of the Albany Evening 
News, died here this week at the 
home of his daughter, Mrs. Lorents 
de Maine. He was 82. 

Returning to the United States in 
1907, after spending eight years 
abroad, Mr. Hamlin spent five years 
as business manager of the New 
York Tribune after which he ac- 
cepted a similar post with the 
Albany Evening News. 


MISS CAROLINE DEXTER 


New York, June 22.—Miss Caro- 
line Dexter, advertising director of 
The Trained Nurse and Hospital 
Review and Practical Home Eco- 
nomics, published by the Lakeside 
Publishing Company, New York, 
died here June 19. She had been 
connected with the first named pub- 
lication for 42 years. She was a 
graduate of the Lincoln Park Sani- 
tarium, Chicago, and was head 
nurse at the World’s Columbian Ex- 
position in Chicago in 1893. 


FRANK S. REYNOLDS 


Rochester, N. Y., June 22.—Frank 
S. Reynolds, 70, who was in charge 
of display advertising sales on the 
Rochester Democrat and Chronicle, 
the Times Union and the former 
Rochester Journal, died last week at 
his home in Irondequoit. He retired 
several years ago because of poor 
health. 


NORWOOD D. JONES 


Milford, O., June 22.— Norwood 
D. Jones, 71, formerly advertising 
manager of Edwards Mfg. Company, 
Cincinnati, for many years, and 
who also operated his own agency 
in that city, died here June 16. 


Two Appoint Hoskin 

Madison Rural Sanitarium & Hos- 
pital and Madison College, Madison 
College, Tenn., have appointed Geo. 
C. Hoskin Associates, Chicago, to 
handle their advertising. 


@ IN THE DETROIT AREA .. 
to this: May retail sales soared again, while 
CKLW time-sales to retailers kept pace with the 
Proving that smart advertisers are turning 
to CKLW for blanket coverage at low cost 


rise. 
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. it all adds up 


in America's 
3rd market! 


Kimball Urges 
Buyers Request 


Larger Ad Budgets 


New York, June 23.—Children’s 
wear buyers should insist on larger 
appropriations for advertising and 
promotion, Abbott Kimball, head of 
the agency bearing his name, told 
the Infants’ and Children’s Wear 
Buyers Association here last night. 

Mr. Kimball based his conclusions 
on the increasing birth rate, which 
means more customers immediately 
for children’s wear departments; the 
necessity to aid new mothers in 
choosing infants’ wear; and oppor- 
tunities for selling quality merchan- 
dise to these customers. 

Stores may offset the handicap of 
having less saleable merchandise 
during the emergency by selling 
more ideas aimed at increasing good 
will, Mr. Kimball said, urging the 
introduction of wartime ideas such 
as an “exchange counter’ where 
mothers could bring children’s out- 
grown clothing for reconditioning 
and reselling. 

Customers should be conditioned 
to wartime “alternates,” the speaker 
continued, telling the audience to 
get away from the word “substi- 
tutes.”” Give the mothers the facts, 
Mr. Kimball declared, pointing out 
that fewer complaints will be regis- 
tered if customers are shown how 
to take care of the “alternates.” 


Gets Air Lines Account 


Redfield-Johnstone, New York, 
has been appointed agency for 
K. L. M. Royal Dutch Air Lines. 
Newspapers, magazines and aviation 
publications will be used. 


D. B. Lucas Chosen 


Market Council President 


Darrell B. 
Lucas, professor 
of marketing, 
New York Uni- 
versity, has been 
elected president 
of the Market 
Research Coun- 
cil of New York, 
succeeding Elmo @ 
Roper. 

Other officers 
are Ray Robin- 
son, research di- 
rector, Crowell- 
Collier Publish- 
ing Company, 
vice-president; and Edward Battey, 
research director, Compton Adver- 
tising, secretary - treasurer. Dr. 
Frank Stanton, vice-president, Co- 
lumbia Broadcasting System, and 
Mr. Roper will serve on the execu- 
tive committee. 


Darrell B. Lucas 


Comic Strip Insertions 
Spearhead Nehi Drive 

Beginning July 1, Nehi Corpora- 
tion, Columbus, Ga., maker of Royal 
Crown cola, will place a newspaper 
campaign using weekly advertise- 
ments in more than 500 papers, 
coast to coast, through September. 
Comic strip insertions feature the 
1943 drive and will appear on the 
regular comic pages. 

The taste-test story of Royal 
Crown cola is depicted in the clos- 
ing panel of each strip. Statements 


of leading Hollywood feminine stars | 


telling how they took the cola taste- 
test and preferred Royal Crown are 
used, Batten, Barton, Durstine & 
Osborn, New York, is the agency. 


t 

Kuoni Buys Harrer Studio 
Charles F. Kuoni, color photogra- 
pher, Chicago, has purchased the 
color studio of Fidelis Harrer, Inc., 
Chicago. Mr. Kuoni for the past 
two years has been manager of the 
Harrer studios, and prior to that 
was for six years in charge of the 
color studio of R. R. Donnelley & 
Sons Company. 


| Steele Joins Maxon 

Edgar A. Steele, executive vice- 
| president of L. M. Clark, Inc., New 
York, has resigned to become direc- 
tor of research and media of Maxon, 
Inc., New York. 


Baron to Stuart Bart 

Leo Baron, formerly assistant 
advertising director, Sachs Quality 
Furniture, New York, has joined 
Stuart Bart Advertising, New York. 


‘Newsweek’ Names Berry 


Abraham S. Berry, formerly with 
Railway Express Agency, Chicago, 
has been appointed to the newly 
created post of traffic manager of 
Newsweek, with offices in Dayton, O. 


KENO Joins Blue Net 


Station KENO, Las Vegas, Nev., 
has joined the Blue Network, bring- 
ing the total number of affiliates to 
158. 


MAILING SERVICE 


Multigraphing 


— Filling-in 
Addressing—Mimeographing 


| 


THE LETTER SHOP, Inc. 


| 431 S. Dearborn St., Chicago Wab. 8655 


ie 


big 
bib 7 
3, 

ei 

x 


LOOK WT UP in 
the MARKET DATA BOOK! 


THE MARKET DATA B0OK 


CONSUMER MaRKers 


* 


CONSUMER MARKETS EDITION 


* 


BUSINESS PUBLICATIONS EDITION 


APrtET sia MOLicaness os 


EDITION 


1943 


Z rea . Ares 2 J . ~~ S * , =. i} “ae "ff » =? < 
= | GREE RAS ce Sree GR S ‘Sed ba » ihe ; ei 
| — 2 - - SSS ——————————_—_— — _ g 4 % 
| aa 
_ Bi. i fous! 
pl £2 
po 
is 
a . — So as, 
" | ies liags 
\\S\ RIAL oe 
\\\ \(\6 | Fy , | 
seauaumeuse A nal es | Po | 
ee eeeerae a ceo | 
oh Ee L = — : 
aS Natt ot! ; SS (OF — 
, y . é *% % FS | / a 
=! | iy L \ {7 F 8 ey es % 4 ~.* Ms, ‘ i. ; 
7 : a Seth eae QQ g§ : 
> U ok [ey, AN - aANNY ; j 
—_— o~}\ANY’ aN * 
R= # i! ia “er: 
215 - > Bd = :- 
| ‘A NEW HIGH! - ’ = 
, co ce | et (ails 
meer 
} fe ey i \s = ee 
mn nl ayer 
© Tn 
L BROADCASTING SYSTEM —_ 
; sii er . aig 
; Bet . 7am ge “= re > J ay }. 2 & ames oS as a4 Sastihenes to A 02 fh, ran ; ao ak eae io 
? : wa | tn ; . ar a a ee ea a ry i z wat. pa > Share 
: : Poet ey SF * > & i ee Ces Metres ri na ee eae Sa ee % a ie | Bets 


44 


ADVERTISING AGE 


June 28, 


1943 


Defenders Rise 
fo Support OWI's 
Domestic Division 


(Continued from Page 1) 
bringing order out of chaos in war- 
time radio by acting as a clearing 
house for the radio needs of all de- 
partments of government. OWI co- 
operation permitted the radio sta- 
tions to act with dispatch and avoid 
the many conflicts that would occur 
between government departments if 
such a body did not exist, the wires 
said. 

NBC. refrained from sending any 
communication, deciding to maintain 
a strictly neutral attitude, an official 
said. However, he added, the gen- 
eral opinion of NBC executives is 
that the OWI radio division should 
be continued. 

The War Advertising Council, 
which has worked closely with OWI 
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|in the development of war advertis- 
| ing messages of all types, sent a let- 
‘ter to the Senate committee asking 
| to be heard. 

| Support for the division continued 
| to mass this week, and came from 
some strangely variant sources. The 
| Congress of Industrial Organizations 
telegraphed its approval of OWI, as 
did its newspaper affiliate, the 
American Newspaper Guild. 

When hearings begin, advertising 
is expected to make a strong plea 
for retention of the Domestic Divi- 
sion, particularly the Office of Pro- 
gram Coordination and the Domes- 
tic Radio Bureau. Definitely slated 
to testify at the hearings are 
Chester J. LaRoche, Young & Rubi- 
cam chairman, who now heads the 
War Advertising Council, and Paul 
West, chief executive of the Asso- 
ciation of National Advertisers. 


Causes Consternation 


The blow which the House deliv- 
ered to OWI came late last Friday 
night. Officials of the domestic 
branch learned of it at their homes; 
there was universal consternation. 
Saturday found OWI in a hubbub, 
and one wag posted a huge banner 
across the wall in the newsroom 
which read: “Now we belong to the 
ages.” x 

Simultaneously, some of OWI’s 
|}employes made haste to tack down 
|new jobs. A number of men were 
|missing Monday, while they lined 
|up new positions in other govern- 
| ment agencies or in private industry. 
| The slash at OWI, incidentally, 
|completely threw off the plans for 
|reorganization of information serv- 
|ices which the Bureau of the Budget 
and the House appropriations com- 
mittee had drawn up. As things 
stood before the House took its eco- 
nomical sword in hand, information 
|departments in several government 
agencies were scheduled to be re- 
, duced—some drastically. The work 
of these agencies, it was felt, could 
better be done by the OWI, and 
accordingly some OWI departments 
were scheduled for expansion; hence 
| the $8,800,000 request for the Do- 
mestic Division. 

The reduction of government in- 
formation bureaus has now gone 
through, but the abolition of OWI’s 
domestic branch indicates that in- 
formation may be a pretty scarce 
commodity if the Senate fails to 
reinstate OWI’s domestic appropria- 
tion. 


Committee Hearings Start 


Senate hearings on the appropria- 
tion will probably begin on Thurs- 
day of this week, and despite the 
shortage of time it will probably be 
July before the bill is reported out 
of the appropriations committee. In 
|this uncertain period, E. Palmer 
|Hoyt, publisher of the Portland 
| Oregonian, arrived to take over the 
directorship of the Domestic Divi- 


| sion from Gardner Cowles Jr. In 
|his initial press conference, Mr. 
|Hoyt had nothing to say about 


OWl’s precarious position, and stuck 
to a simple statement of his objec- 
tives as director. He said he is con- 
vinced that the Domestic Division’s 
“operations are absolutely vital to 
the conduct of the war and to the 
interests of the entire country. . . It 
will devote all of its energies to 
giving the American people as full 
and accurate information about the 
| war as is possible. It will deal with 
the public only through the estab- 


cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


(single insertion | 


HELP WANTED _ : 
PUBLIC RELATIONS ASSISTANT 


Opportunity To Head Up This 
Department 


Leading oral hygiene products manu- 
facturer has opening for man or 
woman with public relations experi- 
ence. 


If you can qualify on the following 
points, you may be the person for 
whom we are looking: 
@ Experience in contacting the 
public by mail in manner that 
produces maximum goodwill. 


@ Used to handling considerable 
volume of mail quickly and 
with imagination. 


@ Experience in educational field 
school preferably. 
Creative ability. 
Used to accepting 
bility. 


responsi- 


answer fully on the 
above points and give complete de- 
tails on your age, education, draft 
status, and salary expected. 


In your reply, 


Box 4172, ADVERTISING AGE, Chgo. 


Wanted advertising man in the na- 
tional department of a metropolitan 


midwest evening and Sunday news- 
paper—one with experience’ in 
contacting agencies and general adver- 
tisers preferred. Must have a success- 
ful selling record and ability to write 
copy. Not subject to draft. All re- 
plies should give full details stating 
income required. Applications will be 
treated confidential. 
Box 4179, ADVERTISING AGE, Chgo. 
Advertising copy, layout and art diree- 
tor wanted by established Chicago 
business publication in essential food 
field. Should be capable of making 
rough layouts for printer, producing 
finished layouts and copy for presen- 
tation to advertisers, doing miscella- 
neous art work and working with 
outside artists. Loop office. Five day 
week. Give full particulars including 
salary desired. 
Box 4174, ADVERTISING AGE, Cheo. 
FIELD EDITOR 
The man we want must be a creative, 
distinctive, diversified writer with 
trade paper experience to handle field 
assignments for our publications. Ad- 
vertising experience helpful but not 
necessary provided he is willing to 
learn this phase. A real opportunity 
for the right man. Write Harry L. 
Peace, Publisher, P. O. Box 251, New 
Orleans, La. 

George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
200 8S, State St.—Chicago 


INDUST. SALES—vitamins, $50004., 

SALES PROM.—druge exp., $5000. 
Advertising positions for men and 

women. 
No obligation to register. 
Fred Masterson 
Sinclair Masterson Personne! 
310 SS, Michigan Ave.—Chgo. 


va _ MISCELLANEOUS 
Would someone like to help an ex- 


plan for a mail order business which 


lished media that go to make up the 
| American press—and by the press 
I mean not only the newspapers but 


radio, magazines and motion pic- 
tures. . . This office will not be con- 
cerned with propagandizing the 


|American people. My policy is to 
give the country straight informa- 
tion about the war, and to give it 
to them straight.” 


Vital Work Affected 


Most vital to the advertising busi- 
ness are two divisions of OWI: 
Office of Program 


the advertising needs of government 
and the advertising facilities of in- 
dustry; and the Domestic Radio Bu- 
the presentation of 
muddles of OFF-OGR-OEM days. 
In recent months, the meshing of 


ample of 
operation. 


industry-government 
In the 


the sort of help they need. In 
dustry, the council has been able t 


ment-sought objectives 


the 
Coordination, 
which has acted as liaison between 


reau, whose neat allocation plan for 
government 
messages has solved one of the worst 


the OPC and the War Advertising 
Council has provided a striking ex- 
co- 
government, 
advertising men of notable experi- 
ence have been able to get precisely 
in- 


put the tremendous sinews of pro- 
motion behind the drives for govern- 


I can operate myself from my home 
but need some capital ($500 to he 
exact.) Have had over 5 years expe- 
rience in advertising and mail order 
work Can furnish references as to 
character and business ability. 

Would like to borrow $500 for two 
years on whatever interest rate you 
want. Anyone who would like to give 


|} me a chance, please write... 
| Box 4177, ADVERTISING AGE, Chgo. 


| 


| 
| 
| 


loft 


} 
| 
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POSITIONS WANTED 
Female (if it scares you, don't read 
any further) now production manager 
with 4A agency—wants present, as 
well as future—financially speaking. 
Age 35. 

Box 4178, ADVERTISING AGE, Chgo. 
CHICAGO AGENCY ONLY 
Young Radio Commercial Writer-Pro- 
ducer. Solid ideas. Selling copy. 3 
yrs. agency writing—3 yrs. with top 
radio stations, executive positions. 
Right for Radio Director, medium size 
agency—assistant, large agency. Draft 

deferred. Min. $100 week. 

sox 4176, ADVERTISING AGE, Chgo. 
CREATOR, SALESMAN OR BUYER 
25 yrs. in selling, creating and direct- 
ing production of lithograph and 
printed advertising material, displays, 
posters, signs, direct-mail and out- 
door. This seasoned creative thinker 
now available as salesman, buyer or 
producer of advertising material. 
Box 4175, ADVERTISING AGE, Chgo. 

Industrial Sales Promotion and 
Advertising Director 

A sales analyst and planner 
also a producer of geared-in 
mail and magazine advertising. A 
valuable assistant to the sales man- 
ager in ability to develop salesmen 
thru training courses, manuals. and 
presentations. Able writer and 
speaker. Editor of house organs and 
producer of everything from conven- 
tion programs to 400-page merchan- 
catalog in present connection. 
Age fifty and draft exempt. Thor- 
oughly experienced in the hard-sell- 
ing office equipment field. At height 
abilities and can promise results 
in the post-war market for some con- 
cern that wants seasoned judgment 
and experience coupled with ‘live and 
progressive ideas. Salary expecta- 


who is 
direct 


tions reasonable. Investigate this 
man if you can use competent sales 
promotional service. 

Box 4178, ADVERTISING AGE, N. Y. 
Capable, alert woman: Icxperienced in 
publicity and editorial work; some 
lcopy writing—Good appearance—In- 
terested in full or part time connec- 


| 


| perience with 


(2) COPYWRITERS—agcy. exp. 
$6500 + 

(3) COPYWRITERS — Technical exp. 
$5200. 

COPY W RITER—agcey., food exp. $6000 

SALES PROM., Sales Training & port- 
folios, slide films, $7500. 

(2) PROD. MGRS.—agey., to $6000. 

ASST. ADV. MGR.—media exp. Open 

(2) LAYOUT ARTISTS—agey., $3900+. | 

FIGURE ARTIST—agey., $2500. 

ASST. ADV. MGR Apparel copy, 
$40004 


| 


| writer, 


soldier get a start in life? I am| 
twenty-one years old and recently 
was given an honorable discharge 
from the Army after eight months 
service. 

Owing to my condition my choice of 
work is limited. I have a very good 


janalyst; 


tion. 

Box 4171, ADVERTISING AGE, Chego. 
IDEAS @ COPY @ SCRIPTS 
now-employed 4A agency 
want free-lance spare time 
Copy, radio commercials and scripts. 
Network and agency experience. 

Box 4170, ADVERTISING AGE, Chego. 
Heinz—Quaker—Proctor & Gamble 
... Service to these companies, plus 
eleven years of market planning ex- 
many grocery products 
a thorough knowledge 


Two men 


work, 


has given 
of 

@ Distribution Channels. 

@ Sales management problems. 


me 


@Proven methods for developing 
new products. 
@How to sell food and grocery 
products. 
College graduate, draft deferred, 38 
years old,—want man-sized job to do} 
in market and sales planning for 


manufacturer or advertising 
in the grocery field. 

Box 4180, ADVERTISING AGE, Chegeo. 

CHICAGO'S BEST WRITER 

... Wants Chicago's best job. Keen 
clear, direct, timely thinker; 
competent craftsman. Now copy chief 
small agency. Wants greater oppor- 
tunity with agency or advertiser as 
copy chief, advtg. or sales 
prom. mgr. Well rounded exp. inel. 
4-A agencies, mail order, direct mail. 
Some prod., space and time buying, 
contact. Exp. on beer, liquor, prop. 
remedies, autos, ad_ infin. Age 43; 
min, start. $6500; permanence essen- 
tial. Chicago or vic. only. 

Sox 4151, ADVERTISING AGE, Cheo. 


agency 


CAN YOU USE THIS MAN? 
He is 38, draft exempt, married, col- 
lege graduate, has an advertising 
manager's job but is looking for 
something bigger. He is ambitious, 
aggressive, industrious, has vision 
and foresight, can sell by spoken or 


written work (has enviable record to 
prove it) can present and direct sales 
and advertising programs, knows mer- 
chandising (particularly in the food 
and drug field). He can direct sales- 
men and work with jobbers and re- 
tailers. Has a far-sighted viewpoint 
on employee and employer relations. 
7 years’ experience in advertising 
agency and national advertiser con- 
tacts and all around newspaper work. 
Feeling he has reached the peak in 


| Campbell-Mithun 
Elects New Officers 


“RADIO ADVERTISERS for musical] his present connection, has asked me 
lttneles +s “© ; ‘me songs | to Publish this message. If you can 
| Jingle: and preset theme nies | promise him a future commensurate 
lwrite Bob Riley, 54 Linden Blvwd.,| with his ability to show results, 
. » | write. .. 
| Brooklyn, N. Y. Box 4159, ADVERTISING AGE, Chgo. | 
was to have been $200,000 for the| protest from Congress and from 
coming year—the precise timing and|newspapers. Coming immediately 
cooperation between advertising and| before his agency’s appropriation 


government will be infinitely more 
difficult. Without the domestic radio 
bureau, there seems little doubt that 
the old snarl would again occur. 

The abolition of the domestic bu- 
reau by the House is a symbol of 
the revolt which has been occurring 
sporadically since the new Congress- 
men took office in January. It was 
inspired in part by misunderstand- 
ing of OWI, in part by the fear that 
OWI constituted a potential propa- 
ganda machine for President Roose- 
velt, and in part by the instinctive 
distrust of an agency supervising 
the flow of information relating to 
the war. 

The ill-advised speech of Elmer 
Davis to the Boston convention of 
the American Newspaper Guild in 
which the OWI chief permitted 
himself the luxury of lambasting 
Washington reporters for inade- 


) 


Without the Office of Program quacy in covering government news. 
Coordination—whose appropriation brought forth a resounding roar of 
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came before Congress, it stood as a 
monumental bit of ill-timing. 


Wilder loins McGraw-Hill 
T. Neal Wilder, formerly with 
Ketchum, MacLeod & Grove, Pitts- 


burgh agency, has joined McGraw- | 


Hill Publishing Company as man- 
ager of research and promotion for 
Product Engineering. 


Appoints McGillvra 


Station KPAC, Port Arthur, Tex.., | 


has appointed Joseph Hershey Mc- 


Gillvra, Inc., New York, as adver- | 


tising representative. 


Van Nostrand Joins I&E 

R. Van Nostrand, formerly with 
Lord & Thomas, has joined the 
media department of Ivey & Elling- 
ton, Philadelphia. 


emer 
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seri 
that 
of | 
new 
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wal! 
all 
Ray O. Mithun Ralph B. Campbell - 
Campbell-Mithun, Inc., Minne- oi 
apolis, has elected Ray O. Mithw = 
as president and Ralph B. Campbel! pub 
formerly president, as chairman o; 
the board. These are the firs: 1 
changes in principal executives ‘i 
since the founding of the agency = 
ten years ago. us 
Mr. Mithun, treasurer since the gro! 
organization of the company, wil! wl: 
continue as general manager. R. £ = ve 
Pendergast, director of media and = 
research, has been named treasure: - 
Jack A. Rheinstrom, manager of the a 
company’s Chicago office, was re- = 
cently named a vice-president. 0 
tere 
Tyler Named Ad Head In 
Thea Tyler has joined Helen; are 
Rubinstein, Inc., New York, a: 47 
advertising director. A 
wor’ 
7 Hot 
a | ers 
wee 
leas 
beca 
Varl 
the 
urn 
tor 
} men 
that 
e 
nucl 
EXECUTIVES; AND, & 
a was 
ill 
ART VISUALIZER § 
»b 
1. To further our 1943 M 
and post-war expansion thar 
program we are seek- 
ing services of follow- 
ing persons: 


Account executive. 
Must be creative with 
ideas, good copywrit- 
ing ability and capable 
of contacting and han- 
dling accounts in their 
entirety. 


Assistant account ex- 
ecutive. A man with 
above qualifications to 
serve as assistant to 
one of our important 
account executives. 


> 


Creative art man. Ca- 
pable of creating art 
styles and laying out in 
visual form complete 
campaigns. Creative 
ability more important 
than ability to create 
finished art. Art direc 
tor status. Agency ex 
perience preferred. 


Please make applicatior 
complete in first lette: 
giving education, religion 
experience, age, draft 
status, salary bracket 
samples and all details 
you wish to send. No in- 
terviews granted until 
after application letter 
has been received. 


THE 
GRISWOLD-ESHLEMA 
COMPANY 
Advertising Agency 
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Hotels Face Grave 
Problems as Army 
Cancels Leases 


(Continued from Page 1) 


serious one, but the most serious is 
that of manpower. Practically all 
of the hotels will have to engage 
new staffs—managers, engineers, 
clerks, auditors, office help, cooks, 
waiters, housekeepers, bell hops— 
all the varied personnel of a first- 
class hostelry. The personnel prob- 
lem, hotel men agree, has been 
critical even among those hotels 
which have remained open to the 
public. 


Move Was Unexpected 


The Army announcement caught 
the majority of the leased proper- 
ties unawares, but there is small 
ground for criticism, since all the 
leases carried a 30-day notice can- 
cellation clause. In addition, the 
move was necessarily a military 
secret, since it was the transporta- 
tion of great numbers of air force 
units overseas which vacated quar- 
ters in regular Army camps which 
can now be used for the hotel-quar- 
tered units. 

In Miami Beach, 109 of 325 leases 
are to be cancelled, and 35 of the 
47 Atlantic City leases. 

According to Charles A. Horr- 
worth, manager of the American 
Hotel Association, with headquart- 
ers in New York, it will be several 
weeks before the full effect of the 
lease cancellation will be known, 
because the policy of Army officials 
varied so widely in utilization of | 
the properties. In some cases all| 
furnishings were taken out and_| 
stored; 


in others much of the equip- | 
nent was retained, with the result | 
that after Army use it will have to | 
be replaced. In some hotels aj} 
nucleus of the personnel was re- 
tained; elsewhere the entire staff | 
was supplanted by Army men. In 
il cases, Mr. Horrworth said, 

omplete redecorating job will have | 
to be done. 


Time Is Big Element 


Miami Beach’s problem is simpler 
than that of Atlantic City, he added. 


ee ee 


LOWEST COST 
IN THE BUSINESS FIELD 


($4.63 per page per thousand) 


Leader... / BUSINE 


Choose the | 


The Florida hotels have all summer 
and much of the fall to prepare for 
the winter season, while the Atlan- 
tic City summer vacation season— 
its big money period—will be more 
than half over by the time the 
hotels are returned to their owners. 
The personnel problem, too, is much 
less serious in Miami Beach, which 
will undoubtedly get its seasonal 
influx of those who have worked in 
northern resorts during the summer. 

In Chicago the Army action 
affects the 3,000-room Stevens, 
world’s largest hotel, which the 
Army purchased for $6,000,000, and 
now plans to sell, and the Congress, 
which was leased. Other hotels 
which have been turned into mili- 
tary hospitals are not involved. All 
furnishings of the Stevens were sold 
at public auction. This week rep- 
resentatives of Mrs. Maria L. 
Kramer, owner of the Lincoln and 
Edison hotels in New York and the 
Roosevelt hotel in Washington, 
offered the government $7,500,000 
for the Stevens on the condition 
that it would be turned over fully 
equipped, the government supply- 
ing the furnishings. Evacuation of 
the Congress is practically com- 
pleted, the Army units being trans- 
ferred to the Stevens. 

Notices terminating leases, except 
on properties being used as hospi- 
tals, have also been sent to proper- 
ties in Grand Rapids, Mich., St. 
Petersburg, Fla., and neighboring 
area, and Boca Raton, Fla. 

Advertising plans of the returned 
properties will have to wait until 
the problems of refurnishing and 
personnel have been solved. 


ATLANTIC CITY TO 
CONTINUE COPY 

Atlantic City, June 22.—Atlantic 
City expects to resume its former 
title of “World’s Playground” and 


will immediately concentrate adver- | 


tising on vacationing and conven- 
tion benefits now that the Army air 
force is pulling out of its major 
hotels, City Commissioner Joseph 
Altman, director of the city’s adver- 


tising fund, announced today after | 


a conference with departmental 
heads and local beachfront and side- 
avenue hotel operators. 

“Our resort is now occupying the 
same status as the soldier who has 
been given an honorable discharge 
from the Army and must rehabili- 
tate himself to civilian occupation,” 
Mr. Altman declared. 

First reaction to the War Depart- 


|ment’s announcement that the Army 


would vacate 35 of 47 Atlantic City 
hotels it has occupied since last July 
was a move to replace all city 
advertisements which emphasized 
the presence of air trainees here 
with vacationing and 
copy. 

“Although we still have thousands 
of soldiers here,’ Commissioner 
Altman said, “we must campaign 
now for that day in the near future 
when we are again operating on a 
resort basis. A survey will be made 
immediately to determine what 
advertising media are best.” 

The commissioner reported that 
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FAITHORN CORPORATION 


Ad-Setters - Engravers - Printers 


594 Sherman St.,Chicago * Phone WAB 


7820 


FAY AND NIGHT SERVICE} 


Serve your country. 
.. in the U.S. Crep Corp 


Armour & Co. is cooperating in the U. S. Crop Corps program with 2,500 post- 
ers placed throughout the South during the entire month of June. A panel two 
feet high and four feet long, to be placed in the lower left hand corner, carries 
a brief local message supplied by the county agricultural agent. 

Vegetole and Star lard are featured in the right half of the design. 


AIDS CROP CORPS 


IN THE SOUTH 


s 
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Armour's 


no immediate increase would be 
made in the advertising budget but 
said its remaining 1943 appropria- 
tion would be spent “within the 
next few months” in a concentrated 
advertising program. 


May Use Extra Funds 


“After that is gone,” he declared, 
“we will know how much might be 
needed and can talk about an addi- 
tional emergency appropriation to 
make the vacationing and the con- 
ventioning world Atlantic City-con- 
scious.” 

He pointed out that with Army 
discontinuance of resort facilities 
there should be a lessening of troop 
movements and a resultant decrease 
in soldier train travel. Such easing 
of the burdens of the military on 
the railroads, he said, will be re- 
flected in better train service for} 
civilians. 

Commissioner Altman added that, | 
pending the reopening of beachfront | 
hotels, city advertising will continue | 
to concentrate on _ side - avenue! 
hostelries and guest houses. This 
advertising, he said, will be concen- | 
trated in newspapers between Rich- | 
mond and Boston and westward to} 
Cincinnati. 

A separate advertising item of!) 
$5,000, included in this year’s budget | 
to publicize the city’s annual Miss | 
America Beauty, Health and Talent | 
Pageant will be used for that pur- 
pose. The city, moreover, expects 
to be able to stage the beauty jubi- 
lee within Municipal Auditorium, 
world’s largest convention hall, 
which is now occupied by the Army 
air force. 

Hotelmen were loath to discuss 
future plans pending results of their 
efforts to reopen, but all agreed 
privately that their prewar adver- 
tising budgets would be increased 
upon such resumption of civilian 
business. Atlantic City, in the past, 
has spent more than $500,000 annu- 
ally in advertising through its city 
fund of $100,000 and total hotel- 
sponsored copy. 


TRAVEL AND RESORT 
AD VOLUME BETTER : 


New York, June 23.—Despite the | 
severity of gasoline rationing in the 


| East and the difficulties of train and | 
| bus transportation, travel and resort 


advertising in newspapers and mag- 
azines is holding up exceptionally 
well, advertising managers reported 
this week. Linage has decreased 
15 to 25% from 1942 totals, chiefly 
due to curtailment of advertising by 
Canadian resorts and U. S. resorts 
difficult to reach by mail. 

Bookings of on-line railroad re- 
sorts are at near capacity and a 
good season is expected, the adver- 
tising men say. 

Bulk of the travel and resort copy | 
is appearing in newspapers. In the} 
past fortnight eight New York City 
dailies published their annual sum- | 
mer numbers as usual, with those of 
the Times and the Herald Tribune | 
appearing in tabloid size. Typical | 
of the selling arguments of all! 
dailies was reference to the state- 
ments by Joseph Eastman, director, 
U. S. Office of Defense Transporta- 
tion, and Gov. Thomas E. Dewey of 
New York, that workers are entitled 
to vacations in wartime. However, 
shorter trips and mid-week travel 
were emphasized. 

Hotels Step Up Volume 

A trend in New York is an in- 
crease in number of advertisements 
from nearby resorts, and an in- 
crease in copy placed by New York 
hotels and night clubs. The New 
York Times reported that linage in| 
the latter classification increased 
from 472 lines in its summer section 
last year to 2,713 lines this year. 

As is usual in many newspaper 
classifications, the linage picture 
depends on just what copy is in- 
cluded and what is excluded. This 


: 
> oe 


year newspaper travel linage has 
been greatly bolstered by the in- 
creased copy placed by the various 
railroads, although much of it has 
been institutional, and much of it 
designed to discourage travel rather 
than encourage it. Nevertheless, 
Media Records reports. railroad 
linage under transportation, which 
is travel to most newspapers, al- 
though some view present copy 
sourly under that listing. Some 
magazines, too, have preferred to 
get what they feel is the real travel 
advertising picture by eliminating 
railroad linage which has discour- 
aged travel, or carried a _ purely 
institutional story. 

The majority, however, agree 
with one magazine man who said: 
“Pennsylvania Railroad is a travel 
account no matter what the copy 
says.” 


Informative Copy Used 


Newspaper resort copy in the 
annual editions which appeared) 
recently subordinated scenic themes | 
to information on how to reach the | 
resort, proximity to railroad and| 
bus lines, recreational facilities 
within walking distance, and quality 
of food served. 

In view of the large and con- 
tinued campaigns by the various 
railroads, travel linage will make a 
much better showing this year than 
was originally expected. 

Copy appeared in newspapers 
this week on a new schedule for 
the Lehigh Valley Railroad, as part 
of the coordinated campaign of | 
eastern railroads. Copy was placed | 
by The Caples Company, New York. | 


‘Watch Sweden,’ | 
Lowes Advises | 
Export Managers 


New York, June 23.—By follow- 
ing the postwar trade moves of 
Sweden, the United States will get 
a realistic point of view which rep- | 
resents a ringside seat all through | 
the war, and one which is construc- | 
tive because Sweden has to get! 
along with all countries, Marvin | 
McCord Lowes, assistant director of | 
international editions, Reader’s Di- | 
gest, told the Export Managers 
Club yesterday. | 

In resuming trade with conti- 
nental Europe after the war, it will 
behoove foreign traders to “watch | 
what the Swedes are doing and| 
work closely with them,” declared | 
Mr. Lowes, who recently returned 
from a business trip to Sweden. 

Harry P. Martin, Acheson graph- | 
ite division of National Carbon 
Company, was elected club presi- 
dent, succeeding J. T. Wilson, Inter- 
national Business Machines Cor- 
poration. Other new officers are: 
C. S. Snider, American Hard Rub- 
ber Company, first vice-president; 

M. Dunning, Vick Chemical 
Company, second vice-president; 
Helen J. Devlin, Oren J. Gallup, 
Inc., secretary; and E. P. Engleke, 
Royal Petroleum Corporation, treas- 
urer, 

C. A. Richards, export division 
director, Interchemical Corporation, 
announced that a meeting of export- 
ers with a representative of the 
press section, Office of Censorship, 
to answer export questions On 
printed matter will be held Tues- 
day, June 29, at 10 a. m., at 215 
W. 24th St. 


Golden State Names BBDO | 


Golden State Company Ltd., San 
Francisco, has appointed Batten, | 
Barton, Durstine & Osborn to handle | 
its advertising of dairy products. | 
Both San Francisco and Los An-| 
geles offices of the agency will serv- 


ice the account. ’ 


Consumer Groups Ask 
Strong OPA, Rollbacks 


Washington, D. C., June 25.— 
More than 200 representatives of 
consumer groups gathered here to- 
day at a public hearing by the 
Congressional committee for the 
protection of consumers, of which 
Thomas Scanlon, Pennsylvania 
democrat, is chairman. A statement 
of policy called for a strengthened 
OPA, vigorous application of price 
ceilings, support of the rollback pro- 
gram, the application of grade 
labeling and standard controls, and 
continued rent stabilization. 

President Philip Murray of the 
CIO told the meeting that if action 
was not taken by Congress to roll 
back prices by July 15, unions 
could no longer be expected to abide 
by the little steel formula. He 
called for limitation of corporation 
profits, which he termed in some 
cases “extortionate thievery.” 


Baird Joins Compton 

Dana F. Baird has joined Comp- 
ton Advertising, New York, as time 
buyer on the Socony-Vacuum Oil 
Company account. 


Buffalo's | 
Most — 
Powerful | 


Transmitter 


MAKES 


WKBW 


Buffalo’s only 


50,000 


WATT STATION 


Blanketing 11 Eastern 
Seaboard States 
227,000 Square Miles 
Over 12,000,000 people 


’ Saas 
COLUMBIA 


New $350,000 Transmitter Plant 
BUFFALO 
BROADCASTING CORPORATION 
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“GETTING RESTLESS, 


~ 
pou 
4S 


... come take a bird’s-eye view 


of the ball park!” 


° | NCLE DUDLEY, signer of Globe editorials since 
o ’ 1891, has become synonymous with The Bos- 
Writes Nephew JERRY NASON, the Globe's ace Sports) sscise roemerme sees ia te 
| common-sense editorials have not only expressed the 
. { h { ( { h { h ( policies and reflected the character of this newspaper 
pf | . but have expressed the thoughts of the majority of 
W r I ¢ r ’ W 0 ( 0) Mi il ¢ Il ¢ ¢ 0 ¢ r d y my? ey his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: | 
It is the ambition of a good many citizens, I discover, to If you could get up into that press box you'd find asso- “There's the balloon and pinwheel man who 
view a baseball contest from the sanctity of the press box ciations that go back for years. The No. 1 Boston veteran has memorably vended his wares from the 
on the lip of the ball-park roof. All baseball writers get of the writers’ association is our Mel Webb. He dates back | corner of Webster's fence in Commonwealth 
gentle hints from friends and practically every sports editor to 08, so it isn’t true that he and Abner Doubleday devised Ave. There eve the can beats in the Public | 
gets an occasional piece of mail asking this as one special the double play. The writers association was formed in "07 Gardens — thé colebrated silver free lunch 
favor. at the World Series. Webby didn’t happen to be there, the we ee? Se ae ee | 
: ‘ only reason he is not a charter member of the B. B. W. of dishes in Locke-Ober’s W inter Place restaurant, 
Why this should be, I dunno. It is much more fun watch- America and there are the Uncle Dudley editorials in 
ing the game from down in the stands. In my estimation : ‘The Globe.” 
that’s where half the game is—the quips and cracks of the Next in line is Burt Whitman, who went in in "13, the 
crowd, the antics of the omnipresent victim of beer and same year as Uncle Jim O'Leary. The chairman (he'd be | 
warm weather, the amazing knowledge and keen analysis of Joe Cashman), is just a callow kid compared to these. His | Through seven decades Uncle Dudley's family of | 
the contest by just plain Joe. first card came in °26. nieces and nephews has grown steadily until now | 
Still, it is the ambition of many to get up into that press One of the real veterans up there is Sal Mangione, the they number hundreds scattered all over the world. 
box just for one afternoon. However, this is a jealously telegrapher. This is his 32d year operating the “bug” at They bring Globe readers exclusive, up-to-the-minute 
guarded domain and the chances are roughly 10,000 to 1 baseball games. His brother Joe has at least two decades to d H : few bers of 
that a fan will realize that ambition. his credit, as has Dave Rosen, the super. news and comment. Here are just a lew members © 
a 4 Uncle Dudley's family, today: 
It isn’t as jealously guarded as it used to be, I under- Baseball writers are, really, just super-fanatic fans. But . ‘ j 
stand. Back in the old days, if you weren't a regular day-to- I think perhaps the telegraphers are even more so. They Dorotuy THompson ¢ Ernest Linptey * Heten Lom- 
day reporter of baseball you had about as much chance of don’t have the opportunities to mingle with the players | BarD @ Ernie Pyce ¢ Warter Lippmann © Wittiam H. 
getting into the press box as of getting into a thimble. Even personally, so they are that much more rabid. STONEMAN @ JouN LarpNER ¢ Jay FRANKLIN ¢ JOHN 
the casual baseball writers needed a special pass each day. , : Barry ¢ Potty Wesster « Dororny Hittyer « Henry 
Only the regulars had the open-all-doors membership card Of course, I am just a young squirt compared to these | Harris ¢ Harotp Putnam ¢ Satty Stuart * Georce 
of the Baseball Writers’ Association. bearded patriarchs of the press box and about as far back AnTHEIL ¢ ANN DEAN ¢ Orto ZAUSMER @ JOHN KIERAN * 
: as I can go is to remember Ira Flagstead tearing in from SAMUEL GRAFTON © Epcar ANSEL MowrerR ¢ GEORGE 
For instance, Jack Malaney says he was writing baseball center field like he had a hot rivet in his hip pocket and Wetter « Newt Gus © Rosert J. Casey @ Nat A. 
pS ae ar ge back in the early teens, but it wasn’t until making a shoe-string catch in back of second. Barrows © Pau. Gaau e Henry McLemore ¢ HEeLen 
22 that he was “in” as a member. During the interim he os : Kirk patrick ¢ Ricuarp Mowrer « A. T. Steece « Lecanp 
needed a daily wri ving : . And the only reason I recall that vividly is because ; : é ; eit 
press box. 2 ee ee ee ee ne er Gene Mack drew a cartoon of it, a cartoon to impress a Stowe * ALLEN Haypen © Waverty Root ¢ Cantyie 
high school kid who hune it on the wall. Hott ¢ Dororny Dix ¢ Emuty Post ¢ Joun STEINBECK * 
There is a fraternal feeling in the baseball press box that Louis M. Lyons ¢ James Morcan ¢ CHARLES MERRILL 
is not duplicated anywhere else. In the Boston coops, any- : , pA James Powers  Eart BANNER ¢ Ext CULBERTSON © 
way. In some sports there isn’t the casual sociability of the GRANTLAND Rice ¢ Harovp Kagse ¢ FLercHer Pratt 
baseball press boxes. There is a tendency among hoss Josern F. DinneEn 
scribes and handicappers, for instance, to be maybe a little 
bit jealous of the other guy. Football writers, as a rule, are Supplementing these writers are the world’s best 
arrayed in direct rivalry with the teams they are following. : ; | 
news and picture services: 
But the game of baseball is the big thing to the baseball 


Overseas News Agency* 


ibove are excerpts from one of a series of articles by Jerry Nason, appearing—exclusively in Boston—in The Boston Globe Associated Press 


New York Herald-Tribune News Service* 


A i » | Chicago Sun Foreign Service* 
h B Toronto Star News Service* ) 
e O “ on O e A.P., Wirephoto 
Acme Photo Service* 


United Press 


Morning -: Evening - Sunday | 


*Exclusively, in Boston, in Tue Boston GLose 


writers. Chicago Daily News Foreign Service* { 
) 


YOUR ADVERTISING WIiILte BE BETTER READ IN THE BEST READ NEWSPAPER 
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PHOTOGRAPHIC REVIEW cirrus sus new uss 


ae ’ woe x Fest SS Rpiinge se gy ER eR: es ‘ 
ASK ABOUT PRIORITY For virat war smipments 


REMINDER 


FINE POINTS OF WARTIME SHIPPING 


PACK COMPACTLY To save space 


LR EUPRESS 


Gets there FURST 


Officers and members of the board of governors of the Advertisers Club of 


; GET MORE MILES Cincinnati for 1943-1944 are, first row, left to right: W. F. Allison, Station WLW, 
PER COUPOn 


vice-president; Al Apking, E. & J. Swigart Co., secretary; James W. Petty Jr., 
H. & S. Pogue Co., retiring president; Carl Ford, president, J. W. Ford Co., 
newly-elected president; Cliff Fox, Fox Sign Co., treasurer; Ada Honningford, 
The Palmer Co., and Ed Sunderman, Westerman Print. Back row: Fred Palmer, 
Station WCKY; Charles Fay, Foto-Lith Co.; A. L. Spencer, Rollman Co.; Ken 
Church, Station WKRC; William K. Downing, Dow Drug Co.; Phil Cottrell, national 
advertising manager, Cincinnati Times-Star; and George Schultz, national advertis- 
ing manager, Cincinnati Enquirer. 


PHOWUE RAMWAY EXPRESS AGENCY, AIR EXPRESS DIVISION Representing the AIRLINES of the United States 


Emphasizing to wartime shippers the important points to remember in shipping 

by air express, this display is appearing in airline-and express office windows. It is 

distributed by the air express division, Railway Express Agency, which handles 
cargo for the country's commercial airlines. 


WHERE'S CHARLIE? BORDEN FAMILY GIVES NEW ADVIC 
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‘ HE 
‘SUPPLIE 
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Carrying the same design used in win- 


dow and wall posters, this display card Following up its patriotic share-the-car appeal, "Lug Thy Neighbor," The Borden 

is a reminder that worn out spark plugs Co., New York, is releasing this four-color poster to 75,000 retailers. Elmer, in 

are wasteful, and that good spark plugs, the sandwich board, looks a bit apprehensive at the head of the parade. Four- 

especially Champion, help “get more color cartoon posters also are being distributed to stores throughout the country 
En route to Nova Scotia, where he opens his tour of Army camps, Standard miles per coupon" and conserve gaso- by Borden's Manufactured Products Division. These timely new messages assure 
Brands’ Edaar Bergen stops off at Radio City to be entertained at lunch by Niles line. The displey was created and pro- customers there's plenty of Silver Cow evaporated milk and Eagle brand con- 
Trammell, NBC president, and C. L. Menser, vice-president in charge of pro- duced in color by Forbes Lithograph densed milk and to cooperate with grocers by making purchases carefully and 
grams. Left to right: Mr. Menser, Mr. Bergen (minus Charlie) and Mr. Trammell. Mfg. Co., Boston. wisely. 


AUTO MAKERS ADOPT VARIETY OF THEMES FOR EXPANDED ADVERTISING CAMPAIGNS 
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Mere are typical examples of the wide variety of appeals being used, or soon to appear, in behalf of U. S. motor manufacturers who are still busy on war work. Themes include conservation of existing cars; copy 
offering available models to those qualified under liberalized rationing rules; actual war production, such as the Buick spread to appear next month in magazines; and the Ford spread now being used in magazines: 
Pontiac's torpedo production story; and institutional copy such as Nash-Kelvinator's praise of mechanics and service men on home and fighting fronts. (Story on Page 18.) 
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For the present, a good many AiResearch Manufacturing 
Company’s high altitude, pressure and temperature con- 
trol products must remain closely guarded secrets. But the 
establishment of a permanent plant in Phoenix (a dupli- 
cate of its Pacific Coast headquarters) indicates that an- 
other great industrial organization recognizes the poten- 
tialities of aviation and air-conditioning manufacturing 
development in Arizona. Now AiResearch serves aircraft 
manufacturers. Its thousands of loyal men and women 


are doing their bit toward winning the war. As AiResearch 
grows, so, too, does Arizona’s population*, making “the 
gold nugget of western markets” more and more attrac- 
tive to advertisers who want to make sales or maintain 
good will. Ready to serve are two result-producing media 
—Phoenix Republic and Gazette, reaching more than half 
of the newspaper readers of the state with the largest 
circulation in its history—KTAR, Arizona’s most power- 
ful broadcasting station, 5,000 watts. 


“ *ARIZONA POPULATION (ration book No. 2 registrations)....... 571,167 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence G Cresmer Co. 
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DICK LEWIS, General Manager 
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